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REYNOLDS /ifetime ALUMINUM 
WEATHERBOARD SIDING 


HERE’S volume for you... because 

handsome appearance and economi- 
cal big-sheet coverage give this siding a 
multiple market... because it is popular 
for farm, commercial, industrial and 
small-home uses both for new construc 
tion and re-siding... because it is imme- 
diately available in any quantity! 

There’s profit for you... because this 
fast-selling item is easy to handle...a 
10-foot strip weighs only 9 pounds... 
1,000 sq. ft. of coverage requires less than 
6 cu. ft. of storage space. 

This is a rust-proof, fire-proof, rot- 
proof, sturdy aluminum sheet. It’s 
crimped to simulate 4” clapboard, with 
44" butt depth giving pleasing shadow 
line. Special aluminum corner posts finish 
off walls handsomely. Nails go inconspic- 
uously under the crimps. Application is 
simple, quick. Painting is unnecessary 
for protection... but easy if desired. 8’, 


See the Reynolds exhibit at the National Association of Home Builders Convention in Chicago 





10’, 12’ lengths; 24” vertical coverage. 
And you have another big sales point 
in the effective insulation which alumi- 
num gives—reflecting up to 95% of ra- 
diant heat, outward in summer, inward 
in winter. So you sell good appearance, 
lifetime economy, extra comfort and heat- 
savings, too...when you sell Reynolds Life- 
time Aluminum Weatherboard Siding. 
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Available now! Literature on request. 


REYNOLDS METALS COMPANY 


Building Products Division Louisville 1, Kentucky 


REYNOLDS 
LIFETIME ALUMINUM 


WEATHERBOARD SIDING 





i 











Sheet crimped in simulation of 4” clap- 
board. 8, 10 and 12 feet, 24” coverage. 


CLAPBOARD SIDING 


Individual clapboards fit together, covering 
all nails. 8’ exposed surface, 12’ lengths. 


SHINGLES 


Completely interlocking, covering nails. 
Coverage, 8” x 141/2"". Shadow line, %"". 


““SNAP-SEAL’”’ ROOFING 


Sheets interlock, all nails covered, weather- 
tight. 6, 8, 10 and 12 feet, 24 coverage. 


CORRUGATED ROOFING AND SIDING 


Pe / 


Extra thick (.024”) —therefore sturdier, yet 
lighter. 6, 8, 10, 12 feet, 26” wide. 


5-V CRIMP ROOFING AND SIDING 


a 


yet lighter. 6, 8, 10, 12 feet, 24" coverage. 


Also Aluminum Studs, Trusses, Window 
Frames, Garage Doors, Reflective Insulation 
and complete Aluminum Houses. 
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THE AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER PLATFORM 


1—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with fair 
wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 

3—Identification of the building products merchant as central headquarters for the 
industry's consumer selling activities in the local community. 

4—Perpetuation of the free enterprise system as the basis of a more abundant and 
meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends, 


The Editors 
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LUMBER REQUIREMENTS FOR 1947 are estimated at 37.5 bil- 


lion feet, not counting inventory needs. Production is expected to 
reach 37 billion feet, according to Department of Commerce esti- 
mates. 


AVERAGE GI HOME LOAN under the Servicemen’'s Readjust- 


ment Act has approximated $5,700. More than 540,000 GI loans 
have been approved totaling $2,842,000,000. Of this amount, §1,- 
316,000,000 was guaranteed by the Veterans Administration. The 
great majority, 478,000, were for homes; 18,000 for farms; 44,000 for 
business loans. 


HOUSE HOARDING HAS REACHED PEAK under government 


rent control, James C. Downs, Jr., Chicago real estate analyst, 
charged before a Senate committee. With single persons occupy- 
ing complete apartments and some families maintaining apartments 
in two or more cities, the government's rent control policy is utterly 
unrealistic, Downs declared. 


BROADER PLUMBING LINES will be available this year, re- 


ports the Plumbing and Heating Industries Bureau. Also, colored 
plumbing fixtures will make their appearance. 


LUMBER PRODUCTION TOTALED 28,849,469,000 board feet for 


the first 10 months of 1946. CPA said that this was 897,000,000 board 
feet more than was produced during the entire year of 1945. 


SALES DROPPED 12 PERCENT in the lumber-building materials 


retail field in the month of November, 1946, compared with October, 
1946, the Bureau of the Census, Department of Commerce, reported. 
However, November sales in this field showed a gain of 26 percent 
over the same month a year ago. 


NHA WILL LAUNCH RENTAL DRIVE THIS MONTH. Country- 


wide meetings will be held to encourage construction of more two, 
three and four-family homes and production of more large-scale 
rental structures. 


RECORD PLYWOOD PRODUCTION FORECAST for this year. 


Production of softwood plywood will approximate 1,800,000,000 feet 
on a 3%-inch basis which is near the top prewar year. Production 
of hardwood plywood is expected to be much higher than any 
prewar year. 


ABOLITION OF SET-ASIDE REQUIREMENTS announced by 


the Office of Temporary Controls. Dealers no longer are required 
to set aside specified quantities of scarce items and hold to fill only 
priority orders. However, outstanding priorities must still be hon- 
ored. 


NEW PERMANENT DWELLING UNITS this year will total one 


million units, if the estimate of the Department of Commerce is cor- 
rect. The department says 900,000 of these units will be completed 
by private builders. 


OPA INVESTIGATORS ARE STILL SNOOPING in numerous 


yards throughout the country. Their practice is to ask to check sales 
tickets. Dealers who resent this intrusion are reminded that they 
do not have to put up with it unless investigators ask to check a 
specific complaint. 

AMERICANS ARE NOT SAVING AS MUCH as they did. The 


Federal Home Loan Bank Review reports that savings in the fourth 
quarter of 1941 made up almost 20 percent of disposable income 


of individuals; this as against 14 percent for the second quarter of 
1946. 
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CREEDON REPORTS 


Total completions for 1946 
now estimated at 450,000 


ANALYSIS of Housing Expedi- 
ter Frank R. Creedon’s housing re- 
port for the first 11 months of 1946 
shows that the number of new per- 
manent homes and apartments com- 
pleted in that time numbered 395,- 
800. Total completions—houses and 
apartments—for 1946 is estimated 
at 450,000. 

During the first 11 months of 
1946 946,900 housing units of all 
types were put under construction. 
Completed homes of all types dur- 
ing the same period reached 584,- 
300. 

Of the total homes begun through 
November, 630,300 were new per- 
manent homes and apartments. 
Housing Expediter Creedon _ re- 
ported that more privately-financed 
new homes and apartments were 
begun during the first 11 months 
of 1946 than in any full year since 
1928. 

Other 11l-month totals showed 
the following types of units placed 
under construction: 193,500 tem- 
porary reuse housing; 55,200 con- 
versions; 41,900 trailers and 26,000 
units begun by schools and local 
public bodies. 


CONTROLS RELAXED 


Removal of "set asides" with 
certain restrictions permitted 


CONTROLS over housing con- 
struction lumber, millwork and 
hardwood flooring have been re- 
laxed by the Office of Temporary 
Controls. 

Principal changes in the lumber 
control order were the removal of 
“set asides,” with the exception of 
shop lumber and hardwood flooring, 
and the elimination of provisions 
requiring the production of hard- 
wood flooring lumber. 

A sawmill is still required to pro- 
duce 50 percent of its total soft- 
wood lumber in housing construc- 
tion lumber. However, sawmills 
and distributors are no longer re- 
quired to hold housing construc- 
tion lumber or hardwood flooring 
for a set period and lumber may be 
delivered on unrated orders where 
such deliveries do not interfere 
with deliveries on rated orders. 
Certification of lumber orders is 
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eliminated. Those who have been 
obtaining lumber by this method 
are permitted to extend special 
priority ratings to their suppliers. 


PREFAB PRODUCTION 
1946 shipments expected to 
fall short of 50,000 mark 

CURRENT figures look as if 
shipments of factory-built homes 
for 1946 will fall under the 50,000 
mark in contrast to the 250,000 
goal originally set by Wilson Wy- 
att, former housing expediter. 

For the first 11 months of 1946 
shipments totaled only 34,500. Ship- 
ments for the month of November 
were estimated at 3,700 units. 

The Reconstruction Finance Cor- 
poration signed its fifth guaranteed 
market guarantee with a prefaber. 
General Panel Corporation, Los 
Angeles, has guaranteed to produce 
8,500 plywood homes this year. 
The five companies holding gov- 
ernment contracts are scheduled to 
produce 51,400 homes this year. 
Guarantees apply to 22,500 of the 
scheduled houses. 


HOME BUILDERS SESSION 


National meeting scheduled 

for Chicago, February 23-27 

PRELIMINARY plans for the 

National Association of Home 

Builders to be held in Chicago at 

the Stevens Hotel, Feb. 23-27, have 

been announced by the convention 
committee. 

Exhibit space was sold out three 
months ahead of last year and en- 
thusiasm thus far is expected to 
be reflected by an attendance ex- 
ceeding .the 5,000 who met for the 
four-day session last year. 

Seventy of the top leaders in 
their fields are on the program 
which will open Monday, Feb. 24 at 
2 p.m. with President Joseph Mey- 
erhoff presiding. Following reports 
by W. Hamilton Crawford, conven- 
tion chairman, and Frank W. Cort- 
right, executive vice president, di- 
rectors for the coming year will be 
elected. 

GERHOLZ IS KEYNOTER 

Robert P. Gerholz, past presi- 
dent of the association, will deliver 
the keynote speech at 4 p.m. and 
in the evening a 12-member panel 

ane * A alll will discuss community planning 
PITTSBURGH 12, 3 i : 
and shopping centers. 

Veterans’ housing will be the 
subject to be analyzed by a 14- 
member panel on Tuesday morning. 
Representatives of veterans’ organ- 
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Like the engineer who gathers up the cars one at a 
time from the sidings to make his train, Kinzua has 
had a good deal of "switching" back and forth to do 
in assembling its long timber reserve for the perma- 
nent operation it has in prospect. 


Now after 16 years of preparation Kinzua believes it 
is well along toward a self-perpetuating timber supply 
which it is hoped will keep. its mill wheels turning in- 
definitely. 


With some further rounding out of its reserves, Kinzua 
visualizes sufficient annual re-growth to balance its 
yearly forest harvest. Kinzua now has its timberlands 
laid out on a very definite schedule for harvesting the 
more mature trees on a certain tract each year. As 
the larger trees are taken out the younger timber gets 
more sun and light and air—and its growth is accel- 
erated — so that the yield from the acreage is in- 
creased. 


Hence, in due time, when re-growth in our forests 
equals or exceeds the annual "take,"’ Kinzua will be 
on a basis to supply customers with its famous ‘Quality 
Guaranteed" Ponderosa Pine indefinitely. 














Your Western Wholesalers 
Are Still Trying to 
Make Supply and 
Demand Balance 


While there is some talk that de- 
mand might be beginning to level 
off, your Western Wholesalers are 
unable to report any real tangible 
evidence of a lessening of de- 
mand. It is possible that some 
buyers are purchasing a little 
closer to actual needs than a few 
months ago. 


Currently, most mills still seem to 
have fairly heavy order files. Your 
Western Wholesalers are keeping 
a watchful eye on the situation— 
and as soon as they can place 
more business with the mills, they 
will welcome the opportunity to 
service more customers. 





Morrill & Sturgeon 
Lumber Co. 


Yeon Bidg., Portland, Ore. 
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WALES LUMBER COMPANY 


Old National Bank Building 
SPOKANE - - - WASHINGTON 









564 Market St., San Seendeas 4, Cal. 
MAUK SEATTLE LUMBER COMPANY 
SEATTLE, WASH. 
HOMESTEAD BRAND 
WESTERN LUMBER MERCHANTS 


CARL SODERBERG 
LUMBER COMPANY 


Manafacturers and Wholesalers 








(Sawmill: 

e Products 
Corp., Prine- 
ville, Ore.) 
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izations will be on the program. 
The afternoon program will be de- 
voted to a panel discussion of 
financing. 

Pane] discussions are also sched- 
uled for Wednesday morning and 
afternoon. The topic of the morn- 
ing discussion will embrace ap- 
prentice training, wages and pro- 
ductivity of labor. The afternoon 
panel will consider enlarged mar- 
kets through new materials and 
methods. 

The final session on Thursday 
will be devoted to a series of talks 
on private enterprise. 

The convention committee re- 
ports that many exhibitors will 
have as many as a dozen key men 
to answer questions. Products on 
exhibit will range from door chimes 
to aluminum-covered houses. 

“Last year we saw what manu- 
facturers wanted to make,” com- 
mented W. Hamilton Crawford, 
convention director. “This year we 
will see what they are making.” 


GRAIN BINS 


U. S. information circular is 
now ready for distribution 
“IMPROVED Grain Bins for 
Long-time Storage” is the title of 
a new pamphlet of interest to the 
building products merchant issued 
by the U. S. Department of Agri- 
culture. 

Research which led to the con- 
struction of prefabricated bins that 
combine strength, durability, port- 
ability, economy and other desirable 
qualities are described in Research 
Sheet No. 64. The sheet may be 
secured by writing to the Coordi- 
nator of Research Publications, 
U. S. Depuartment of Agriculture, 
Washington, D. C. 


ACTIVE YEAR 


Federal Home Loan System has 
strongest growth in its history 
COMBINED assets of the 3,696 
member institutions of the Federal 
Home Loan Bank System had 
reached the record mark of ap- 
proxiately ten billion dollars at the 
end of December, an increase of 
$1,500,000,000 over the total at the 
beginning of 1946, Harold Lee, 
governor of the System, reported. 
For savings and loan associa- 
tions affiliated with the System, 
which constitute the bulk of its 
membership, 1946 was the most 
active year since the System was 
established in 1932-1933, Lee said. 
The housing shortage, plus fa- 
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vorable post-war employment con- 
ditions, brought a record year for 
member associations in both of 
their principal services to the pub- 
lic—home loans made and net in- 
crease of savings in their custody. 

Although December reports are 
not in, officials of the Federal Home 
Loan Bank System estimate that 
mortgage loans made by member 
associations during 1946 will ex- 
ceed $3,400,000,000. This is 94 
percent more than for the year 
1945. Of the 1946 total, more than 
$600,000,000 is estimated as loans 
to finance the construction of 
homes. Loans in this category in 
1945 amounted to only $176,000,- 
000. 


Coming Conventions 


Jan. 22-23—Carolina Lumber & 
Building Supply Associatiun, 
Charlotte, Hotel Charlotte, ex- 
hibits. 

Jan. 22-24—Southwestern Lumber- 
mens Association, Kansas City, 
Auditorium, exhibits. 


Jan. 27-29—Northeastern Retail 
Lumbermens Association, New 
York City, Hotel Pennsylvania, 
exhibits. 


Jan. 27-29—Nebraska Lumber Mer- 
chants’ Association, Omaha, Au- 
ditorium, exhibits. 


Jan. 28-30—Ohio Association of 
Retail Lumber Dealers, Colum- 
bus, Deshler-Wallick hotel, exhib- 
its. 

Feb. 2-4—Tennessee Lumber, Mill- 
work & Supply Dealers, Memphis, 
Peabody Hotel, exhibits. 

Feb. 4-6—Michigan Retail Lumber 
Deaiers Association, Grand Rap- 
ids, Pantlind hotel, exhibits. 

Feb. 4-6—Michigan Association of 
Traveling Lumber, Sash & Door 
Salesmen, Pantlind Hotel, Grand 
Rapids. 

Feb. 5-6—Lumber Dealers Associa- 
tion of Western Pennsylvania, 
Fort Pitt Hotel, Pittsburgh, ex- 
hibits. 

Feb. 7—Southwestern Iowa Lum- 
bermen’s Association, - Chieftain 
Hotel, Council Bluffs. 

Feb. 9-11—West Virginia Lumber 
Supply Dealers Association, 
Huntington, Frederick Hotel, no 
exhibits. 

Feb. 10-11—Mountain States Lum- 
ber Dealers Association, Denver, 
Shirley-Savoy hotel, no exhibits. 

Feb. 10-12—Illinois Lumber & Ma- 
terial Dealers Association, Chi- 

cago, Sherman hotel, exhibits. 
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Door with 





Dual Lifting Mechanisms 





Just a touch of the fingers—the Wilson Easy-Lift swings upward 
like magic; like a thing alive. So smooth, so quiet, so easy, it 
seems to float in the air! Another touch of the fingers and it 
floats down to the ‘‘closed’’ position. Floating tension does 
it; floating tension produced by Wilson dual lifting mech- 
anisms (pat. applied for) wholly concealed in the side beams. 
No other aluminum garage door has two lifting mechanisms. 
No other operates so easily. No other aluminum door is all- 
welded. No other is so strong and sturdy. For details of our 
Profit Plan, phone, wire, write or— 





THE WILSON FOUNDRY & MACHINE Co. 
24 Wilson Avenue, Pontiac, Michigan 
Mail me details of your Profit Plan for Wilson Easy-Lift Garage Doors. 





(name) 





(mame of company) 











(address) 





(nature of business) 
























































For double door installations with no 

center post—the Wilson Twindoor 

Easy-Lift is suspended by a special 

center mounting bracket. Each door 

operates independently of the other. 
€ 


No space inside garage is required 
because the Wilson Easy-Lift canopy 
type door hangs entirely within the 
door frame. No assembly on the job. 
Two men can install it within a short 
time. Takes paint beautifully or can 
be left unpainted in most climates. 

















WILSON 


Easy-Lift 


GARAGE DOORS 





























GLASS CUTTER 


Sensitive to touch 
— light to handle — 
relaxing to use. 










Chapmanized steel 
RED DEVIL wheel. 


(EX 


ewily 
GLASS CUTTERS 


Cedi 
A product of 


Red Devil Tooks. 


IRVINGTON 11, NEW JERSEY, U. S. A. 


Twelve to 
Display Box 








NORMAL 
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We’d be Making 
TRACKS for your door! 


We used to get up early and scout 
for orders all day long. Now we 
get up early to whip the produc- 
tion problems common to all 


mills. 





Whatever you do, don’t close the 
door. One of these days we'll be 
squared away again—and be filling 
your orders with Ferguson quality 
lumber. 


W. T. FERGUSON 
LUMBER CO. 


ST. LOUIS 1, MISSOURI 
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Feb. 17-19—Western Retail Lum- 
bermens Association, Portland, 
Multnomah Hotel, exhibits. 


Feb. 18-20—Wisconsin Retail Lum- 
bermen’s Association, Milwaukee, 
Auditorium, exhibits. 


Feb. 19-20— Mississippi Retail 
Lumber Dealers Association, 
Jackson, Heidelburg hotel, exhib- 
its. . 

Feb. 19-20—Forest Farmers Asso- 
ciation Cooperative, Atlafita, Ga., 
Ansley hotel. 

Feb. 20-21—Virginia Building Ma- 
terial Association, Virginia 
Beach, Cavalier Hotel, no ex- 
hibits. 

Feb. 23-27—National Association of 
Home Builders, Chicago, Stevens 
Hotel, exhibits. 


Mar. 5-7—Intermountain Lumber 
Dealers Association, Salt Lake 
City, Utah hotel, no exhibits. 

Mar. 5-7—Iowa Retail Lumbermens 
Association, Des Moines, Coli- 
seum and Savory hotel, exhibits. 

Mar. 10-12—Lumbermen’s Associa- 

tion of Texas, Galveston, Munici- 

pal Pier, exhibits. 






Mar. 11-13 — Indiana Lumber & 
Builders Supply Association, In- 
dianapolis, Murat Temple, ex- 
hibits. 

Mar. 17-19—Ontario Retail Lumber 
Dealers Association, Toronto, 
Royal York Hotel, exhibit. 

Mar. 19-20—Louisiana Building 
Material Dealers Association, 
New Orleans, Jung hotel exhib- 
its. 

Mar. 19-20—New Jersey Lumber- 
men’s Association, Atlantic City, 
Traymore hotel, no exhibits. 

Mar. 19-22—-American Society of 
Tool Engineers, Houston, Rice 
Hotel. 

Mar. 20—Northeastern Wood Util- 
ization Council, Boston, Parker 
House. 

Mar. 26-27—South Dakota Retail 
Lumbermen’s Association, Sioux 
Falls. 


Mar. 27-28 — Florida Lumber & 
Millwork Association, Hillsboro 
Hotel, Tampa, exhibits. 


No announcement received from 
the following associations: South- 
ern California Retail Lumber Asso- 
ciation; Montana Retail Lumber- 
mens Association; Arizona Retail 
& Builders Supply Association and 
Lumber and Supply Dealers Coun- 
cil, Georgia. 














CONSTRUCTIONG 
BUILDERS 












“Acme Lumber company! Just thought I'd call 
and let you know you can reach us now.” 
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and 


un- Gets First Guaranteed aap ap 
NOW You ¢ CAN SELL 5s 
America’s Best Known Home! ~~ 


Produced at a greater rate than any other com- 
- y . 
plete house, HomeOla homes are now available 
Dit oe HOME OLA—G. Ward 
for more lumber dealers to sell. Powerful pub- = PRE, ‘eperiment adjutant 


EF “ ie meen. is shown carrying: 
licity and strong factory support make them a “ * teher, queen of the, 


. Legien Convention at 
easy to sell. MODEL 11 five-room tctory at 
Tested by National Bureau of Standards— ¢ a 
construction approved nationally by FHA— 
accepted by Veterans Administration for guar- 
anteed loans — HomeOla homes have been 
proved by thousands of veteran owners in 23 
states. There are reasons galore to prove the 
sales and profit opportunities for lumber deal- 
ers who handle HomeOla, America’s Best 
Known House. 
Only a limited number of new dealers can 


be accommodated, so phone or wire for com- 
plete details. MODEL 21 


-——) 
Lime Lt lome na (GORPORATION > <ourh cinton steter- cuicaco » nunors 


MAKERS OF STANDARDIZED HOUSE PARTS FOR LUMBERMEN 
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,.., because Coro 
Out-lusulates All Others / 


On the architects’ drawing boards, in the minds of 
progressive builders, and in the dreams of home- 
hungry Americans, the plans are now being formed 
for the 1,500,000 new homes that will be built in the 
next three years. Estimated cost: $12,000,000,000. 


























When people spend that much money for anything, 
they expect and deserve the best. That’s why archi- 
tects, contractors and building supply dealers every- 
where are recommending Lo-“K” flameproofed 
Cotton Insulation. They’ve checked the facts. They 
know that dollar for dollar, inch for inch, cotton 
out-insulates all others and Lo-‘'K”’ is the finest of 
cotton insulation. 


Check these point of Lol Fupeniority 


Greater insulating efficiency 
proven by thermal conductivity 
rate of only 0.24. 


Lighter in weight, only .875 Ibs. 
per cubic inch. 












































Economical, pays for itself 
through greater fuel savings. 














Flameproofed. Resists er 


torch temperature of 1800° F. 








Lasts indefinitely. Highly resis- 
tant to moisture, rot and vermin. 





Easy to handle. Blanket roll cut 
installation time and costs;—fits 
snugly. 








Non-irritating to the skin. 
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: Lockport Cotton Batting Co. 
SS) . Lockport, New York ept. AL-1 


« Gentlemen: 


Gs COTTON INSULATION 





5 Please send full details on Lo-“K” 
* flameproofed Cotton Insulation to: 





: 2 pS ae ee 
* DArchitect O Dealer OContractor 1 
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Congress Receives Dec. 21 Issue 


To the Editors: This will acknowledge receipt of 
your letter of Jan. 2, in which you enclosed to me a 
copy of your publication containing an article on the 
housing problem. 

I appreciate very much your courtesy in writing to 
me as you have and shall read the article referred io 
with interest.— WILLIS W. BRADLEY, California, 
Congress of the United States. 








To the Editors: Thank you for your letter of Jan. 2 
enclosing copy of AMERICAN LUMBERMAN & BUILDING 
PRODUCTS MERCHANDISER which I assure you I shall 
read with a great deal of interest—JOHN J. RILEY, 
M. C., South Carolina, Congress of the United States. 








To the Editors: Thank you very much for sending 
me the Dec. 21 issue of your valuable magazine. 

You may be sure that it will be in my reference file. 
—JOHN DAVIS LODGE, Connecticut, Congress of 
the United States. 





To the Editors: I acknowledge receipt of your let- 
ter of Jan. 2 enclosing copy of your publication. I 
appreciate very much your thoughtfulness in sending 
me this magazine. —-SPESSARD L. HOLLAND, 
Florida, United States Senate. 





To the Editors: Receipt is acknowledged of your 
letter of the 2nd together with a copy of the December 
21 issue of your publication. 

I assure you I appreciate your sending this to me 
for my information and study in connection with our 
deliberations on housing —FRED E. BUSBEY, Chi- 
cago, Congress of the United States. 





To the Editors: Thank you for your letter of Jan. 2 
enclosing a copy of the Dec. 21 issue of the LUMBER- 
MAN. I am most grateful to you for bringing this 
publication to my attention and shall read it with much 
interest—CHRISTIAN A. HERTER, Massachusetts, 
Congress of the United States. 





To the Editors: This will acknowledge receipt of 
your letter of Jan. 2 and a copy of the Dec. 21 issue of 
your publication. The housing shortage is without 
doubt a grave problem and I shall be glad to give your 
recommendations my careful attention. You may be 
sure I appreciate having the benefit of your judgment. 
—ARTHUR CAPPER, Kansas, United States Senate. 





Lumber Dealer Congressman Speaks 


To the Editors: ...I1 want to tell you I am in the 
retail lumber and building business at Kirksville, Mo., 
and you need not waste paper or time telling me how 
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Spot field surveys reveal that 5 out of 6 homes need 
waterproofing . . . and KAY-TITE is the waterproofing 
that really stops water leakage through all masonry sur- 
faces . . . brick, stucco, cinder block, stone or cement. 


HOW DOES KAY-TITE WORK? It’s ‘easy as pie to apply’... 
mix KAY-TITE with water and brush on like paint. 1 gal- 
lon can makes enough to cover 100 to 150 square feet 
of masonry. It really seals the pores of all masonry sur- 
faces by penetrating, expanding and hardening. Water 
stays out, warmth and dryness stay in! KAY-TITE at con- 
struction-time prevents damage to new masonry! Full 
instructions on label and in every package 


WHAT'S THE PITCH? The KAY-TITE Company makes profits 
easy for you! Their $20.88 plan helps you set up a com- 
plete waterproofing department in your store with no 
more trouble than clipping a coupon. Order the KAY-TITE 
$20.88 Deal today or ask your jobber for complete 
info and merchandise. KAY-TITE Co., West Orange, N. J. 





SR Se ee re ee 


KAY-TITE Company, West Orange, N. J. 
Send us the $20.88 Kay-Tite Deal 

6 cans White — 6 cans Grey. My cost 
$20.88. Total Selling Price $34.80 — 


Also available in 50-Ib. drums. List price $11.00 
NAME 

ADDRESS 

CITY 

JOBBER’S NAME 
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America’s Number One 


PAINT and VARNISH REMOVER 


For QUALITY, VALUE...plus Immediate Delivery 


MUVIT 





SEMI-PASTE 


* PENETRATES DEEPLY and RAPIDLY 
* REMAINS WET with SLOW EVAPORATION 


* CLINGS TO 
UP-RIGHT and 
OVERHEAD GM UIT 


SURFACES rut wh ast 








TWO OTHER TOP-QUALITY STERLING REMOVERS 
MUVIT Non-Flammable 
MUVIT Liquid 





Give New Life to Old Brushes with 
STERLING Liquid Brush Cleaner 


One treatment will remove hardest dried-up oil paints, 
varnish, lacquer, asphalt, resin emulsion paints or 
shellac. Leaves bristles soft and clean — does not re- 
move natural oils. Write for special assortment offer 
with free brush combs. 


STERLING 


PAINT & VARNISH CO. 


172 Commercial Street, MALDEN, Mass. 











Send Coupon for detailed information and Price List 


STERLING PAINT & VARNISH CO. 
172 Commercial Street, Malden, Mass. 
Please send me more information on: 


Muvit Semi-Paste [] Muvit Non-flammable [] 
Muvit Liquid [J Liquid Brush Cleaner [] 












LETTERS 





to vote but you should be working on some of those 
New Deal Congressmen from Chicago and one par- 
ticular Illinois U. S. Senator. 

I have been fighting the New Deal and all it stands 
for ever since January 1943 and until now felt it was 
a hopeless task, and it may still be because I occasion- 
ally run onto New Deal Republicans who still want to 
maintain some government controls such as sugar, 
rent, building materials, etc. 

For goodness sake, turn the National Retail Lumber 
Dealers, all the contractors and real estate dealers 
loose on this Congress to help kick over controls of all 
kinds and descriptions and do it now. 

My firm started in last spring on a 43-lot housing 
project but had so much trouble getting materials we 
only got two houses built and finally two months ago 
gave up in disgust. 

You businessmen are going to have to take more 
interest in your government; the kind of men you elect 
to office to spend your money, if we are ever to get out 
of this mess—-WAT ARNOLD, Missouri, Congress of 
the United States. 





Secretaries Respond to Association Issue 


To the Editors: I have just been looking over your 
Dec. 21 issue and I want to take this opportunity to 
compliment you on the magnificent job that you did for 
the National and the federated associations. 

We certainly should all be proud of the fact that we 
have such a staunch friend in... all of the members 
of the AMERICAN LUMBERMAN and I personally pledge 
my sincere and increased efforts to make the Missis- 
sippi Retail Lumber Dealers association worthy of the 
confidence you have placed in us.—E. B. LEMMONS, 
secretary, Mississippi Retail Lumber Dealers associa- 
tion. 

To the Editors: First I want to congratulate you on 
your issue of Dec. 21. 

The illustrated story of the industry organization 
structure is an amazingly comprehensive and thorough 
study. 

I realize what a prodigious editorial problem it pre- 





sented and you and your associates have reason to feel 


very proud of your performance. 


This is a signal contribution to the industry, because 


most of the problems with which management must 
cope today call for the concerted effort of an integrated 
industry organization structure. 

The greatest handicap to the building and mainte- 
nance of that structure has not been so much a lack 
of the realization of the need for it, as a lack of under- 
standing of the organization’s facilities already estab- 
lished, and their functions and achievements. 

The issue confronting our country today is not gov- 
ernment regulation versus no regulation at all—it is 
ridiculous to assume that in our complex civilization 
this would be either possible or desirable—the issue is 
government regulation versus voluntary self-regula- 
tion. Voluntary self-regulation is not possible without 
efficient organizations that are truly representative, 
democratic and responsible. 

Your Dec. 21 issue is the best thing that has ever 
been done to acquaint the industry with the fact that 
they now have these facilities at their disposal. All 
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Many users of lumber during the past six hectic years 


have been willing to accept sub-standard material 
merely to get it. 


No matter how urgent the reasons behind this willing- 
ness, we've felt all along that neither the armed forces 
nor industrial users for war would be well served with 
lumber which did not measure up to standard in 
manufacture and seasoning. Thus, at no time during 
this period was the quality of Fordyce and Crossett 
lumber production ever allowed to vary from their long 
established standards. 


Today the same is true. Though still hampered by many 
obstacles in striving to regain capacity production, 
what we are turning out is strictly in keeping with 


our reputation as pioneer manufacturers of uniform, 
dependable quality. 


Pending our ability to ‘increase 
production, customers are receiving their 
proportion of orders booked. 


FORDYCE-CROSSETT SALES CO. [2::25) Argansas 


DISTRIBUTORS FOR; Fordyce Lumber Company and Crossett Lumber Company 
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The demand grows Greater 





The Plant grows Bigger ae 

¢ ag 

Constant additions to our plant—the largest of its kind in the country—enable i aig 
us to make a material contribution to the critical housing shortage. ieee Te 
For years we have vainly endeavored to cope with the ever-increasing demand yo Tif 
for Upson panels. oe J j' 
Thousands upon thousands of housing units all over the country give living proof to ee 
the efficiency—durability—and desirability of this proven wall and ceiling material. hs, 


We regret that we have not been able to fully satisfy the demands of dealers, 


architects and contractors. 


We enter the new year with confidence! We seek to give better service and better 


quality than ever before. 


The Upson Company, Lockport, New York 
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Upson Products Are Easily Identified by the Mis! 
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The Largest Fibre Wall Board Plant in the World Under One Roof ys sa 
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MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's outstanding building products re- 
tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be a source of 

| practical business ideas and inspiration to other retailers 

| in the industry. Only top-flight merchants will be fea- 

{ tured in the series, but a sufficiently large number of 
them meet the exacting requirements so that it will take 
many months to cover them all. 








The 


MORTON D. BARKER 


A. H. LUBIN 


THIS progressive merchandising team ranks as a dual selection for Master Merchants of the 
Light Construction Industry. 


uilders’ Department Store 


“We changed from materials handling to merchandising 
to avoid deterioration; we found progress and profit.” 


HE METEORIC RISE OF 

Barker - Goldman-Lubin com- 
pany, Springfield, IIll., has attracted 
national attention in the lumber 
and building products industry. 
Over a space of years, the firm has 
rocketed to a position of eminence 
among the country’s top-flight re- 
tail concerns. 

Heading the progressive mer- 
chandising establishment are Mor- 
ton D. Barker and A. H. Lubin, 
both worthy of the title Master 
Merchants of the Light Construc- 
tion Industry. Their Builder’s De- 
partment store in Springfield has 
become a mecca for other dealers 
studying the methods of modern 
merchandising. 

The true start of this merchan- 
dising phenomenon dates back but 
a short five years. For several years 
after its founding in 1930 the firm 
was a more or less typical lumber 
and building materials yard, but 
five years ago the management de- 
veloped a policy which launched 
the company into a period of rapid 
gzrowth and success. As Mr. Lubin 
explains it. “We realized we would 
deteriorate unless we changed from 
a materials handling yard to a mer- 


chandising store. Building special- 
ists and applicators of various types 


were encroaching on the market, 
and we were determined not to let 
them carry off our business. 


A FIVE POINT FORMULA 


OVER the course of the interven- 
ing years Barker and Lubin gradu- 
ally effected a complete transforma- 
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tion from a materials handling yard 
to a merchandising establishment. 
The transition period reached a 
climax when their modern store was 
completed a little more than a year 
ago, but the firm continues. to ex- 
pand and change as these Master 
Merchants project their thinking 
into the future. 

Operating a successful merchan- 
dising store in the building prod- 
ucts field can be expressed simply 
in terms of a five-point formula 
as follows: 


1. Have the kind of products 
people will buy. 

2. Display them properly in an 
attractive store. 

3. Advertise them with effective 
copy which wilk bring consum- 
ers into the store. 

4. Have a well-trained selling 
staff to handle consumers in- 
telligently. 

5. Render the kind of service 
which will bring customers 
back again. 


That formula will remain con- 
stant but its implementation will 
vary somewhat from one communi- 





43 





ty to another. As Lubin points out, 
“Merchandising must be fitted to 
the community.” 


THE PRODUCTS 


IT WOULD be impossible in the 
space available to list in detail all 
the types of merchandise sold by 
Barker - Goldman - Lubin company, 
but mention of the departmental 
organization might convey some 
idea of the variety handled. Follow- 
ing are the sales departments. 


Air conditioning and heating. 

Appliances. 

Floor coverings. 

Hardware and building material 
specialties. 

Lumber and millwork (including 
plywood and most basic lines of 
building material such as wallboard, 
etc.) 

Modernization. 

Paint. 

Plumbing. 





Soon to be opened is a hobby de- 
partment which will sell power 
bench tools and similar equipment. 

Years of diversified merchandis- 
ing and constant experimenting 
with different products have given 
Barker-Goldman-Lubin clear - cut 
ideas on what items can be sold 
profitably in a building material 
store. They operate a wholesale con- 
cern named Builder’s Supply com- 
pany. Entirely separate from the 
retail side of the business, this firm 
sells to other dealers on the same 
basis that it sells to Barker-Gold- 
man-Lubin. It distributes to other 
dealers items which have already 
proven profitably in the Builder’s 
Department store in Springfield. 

A recent catalog mailed by this 
Builder’s Supply company to thou- 
sands of dealers in a four-state 
area gives a fair idea of the mer- 
chandise sold at retail by Lubin 
and Barker. Although by no means 
complete, the catalog includes the 
following items: 

Paint brushes, ornamental walk 
gates, water putty, waterproofing 
compound, sidecar carriers, floor 
cleaners and wax, grass. whips, 
steel lawn brooms, all-purpose 
pumps, garden hose, weed cutters 
and diggers, rubber door mats, 
roller skates, bathroom accessories, 
aluminum wall trim, steel basement 



















GREAT variety of merchandise attractively 
displayed builds store traffic and increases 
sales. These random photos on these two 
i pages from Barker-Goldman-Lubin company’s 
modern salesroom show how Master Mer- 
chants do it. 
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windows, medicine cabinets, many 
items of builders’ hardware, alumi- 
num corrugated roofing, asphalt 
plastics and roof coatings, house- 
hold cleaners, leather preserver 
compound, insect spray and spray 
guns, window cleaner, rug cleaner, 
dry cleaner, spot remover, furni- 
ture polish, coal chutes, lawn mow- 
ers, pick-up carts, rubber stair 
treads, paints, steel sash, wall- 
boards, roll roofing, plaster board, 
floor-leveling posts, wall tile, asphalt 
shingles, asbestos shingles, over- 
head garage doors, _ insulation 
boards and insulation wool. 


THE STORE 


POINT number two of the five 
point formula is expressed beauti- 
fully at Barker - Goldman - Lubin 
with one of the Nation’s truly out- 
standing retail building materials 
stores. In fact as well as name it 
is a Builder’s Department store. 


The salesroom boasts nearly 100 
feet of plate glass front and is 
approximately 56 feet deep. With 
its brilliant lighting turned on night 
and day, and its bold signs, the 
store is an eye-catcher. Located on 
a well-trafficked street just a few 
blocks from the heart of town, the 
store is close to ample parking 
facilities to make shopping easy. 

Merchandising displays within 
the store are attractive, flexible and 
effective. Pictures on these pages 
describe them better than words 
possibly could. 


ADVERTISING 


BARKER-Goldman-Lubin adver- 
tising is of department store calibre. 
Each year an anticipated sales goal 
is set for the ensuing year, and 
three percent of that figure is ap- 
propriated as the advertising 
budget. Approximately 80 percent 
of the budget is spent on newspaper 
space, 10 percent on direct mail, 
and 10 percent divided between 
radio time and advertising films 
in local movie houses. 

Institutional copy is run very 
rarely. Nearly all of the ads fea- 
ture products, services and prices. 
The newspaper ads are large, well 
laid out and illustrated. A few 
samples have been regrouped and 
reduced so they could be shown on 
these pages to give readers an idea 
of the approach used. 


Mr. Lubin has a word of warning 
about the percentage method of de- 
termining an advertising budget. 
“The dealer starting into this type 
of merchandising,” he says, “must 
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FIVE-POOT . | ;, 
HOUSEHOLD Size Four-Panel Sectional Complete With 
Spring Operated Hardware 
sWell maade doors In attractive paneled design. 


STEP LADDER 
Top section is fitted for glass. Doors and 


hardware exceptionally well balanced for ease 
of operation. Nothing to get 


out of order. A wonderful im- $ 00 
lprovement for your present 


RECULAR 
$3.75 VALUE / DUNE catcsedseeudaunsnens 
Size 8 ft. x 7 ft. Only 











ir sides, 
gated steps and 
folding platform. 
Extra sturdy. 


























SUPERIOR 
HEAVY DUTY, LONG LIFE 


FLASHLIGHT 
—e 








White 


Enamel 
MEDICINE 
CABINET 


Thin 26 inch, 8 point quality saw is 
madé of the finest tempered steel. 
Has jewel moulded handle. 


REGULAR $ 25 


$5 VALUE 










REGULAR 
NO LIMIT $2.98 VALUE 








SOE WAYS TO BUY 
QUALITY HACK SAWS-.-..$1.60 up © CASH 
STURDY KEYHOLE SAWS...29c up : oe 
QUALITY COMPASS SAWS...$1.19 Pe nll 
POINTING TROWELS....._. 15S¢ up 

RLASTER TROWELS.......- 30c up Shop Here For Better Values 
MASON TROWELS-.......-- 25¢ up ian 4 
Aluminum PLASTER HAWKS. .$2.49 NO PARKING 
Aluminum PLASTER TROWELS $1.19 WORRIES 
SOLDERING IRONS....... $1.79 up 

———— eu We Have Ample Parking Space 




















BERRY ALUMINUM OVERHEAD TYPE 
-- GARAGE DOORS 


—— Fxceptionally There is no waiting - for Bueranteed first quality 
Lightweight 

echild Cam Operate Berry Doors. We now 55-Lb. Smoo-h Surface Roll 

@No Dangerous have them in stock and Roofing. Fe: Roll .........s0000 

Operating 7 65-Lb. Smooth Surface Roll 
rdware can give you quick de- Roofing. Per Roll 

®Quiet—No Tracks : 

oat ot livery service Drop in 

Paint and let us show the fea- 


tures that have made 
$6450 Berry “America’s No 1 


To Make Your Reof Winter Tight 
Designed to give lasting service built 
to withstand severest test! Every roll 








pvr Snag lorena om 
Roofing. Per ‘Son rece alt ° 

Each Roll Packed Complete 
With Nails and Cement 





















garage door” 








RED CEDAR eee SHINGLES 


Pre-Stained Colonial 
Deep Shadow Shakes 


Heavy Galvanized 


BARBED WIRE 


isis Gane NO PAINT NEEDED 
#5*° Roll Come In Gray and Green 
«Pons no $045 PER BUNDLE 
2% 
80 ROD a §* ONE BUNDLE COVERS 


—_— 50 FEET WITH. 
git’naue 12 INCH EXPOSURE 


























rT 


GARBAGE CAN 


= Se a real ree ge All metal, 

outside cylinder 
wih vat top. —y i bucket con- 
tainer is aluminized, giving 


Plug-in Electric 


Radiator Heater 


‘Have healthful ¥“t when you want of —- plug into ¢ 
m light socket. Economical to opera’ q 

















REGULAR $ 95 
$31.75 VALUE 


en 
Feaatance o p= *2h aS 

















NOT a regular advertisement but a selection of clippings from various Barker-Goldman-Lubin 
ads. Shown here in reduced size to give readers an idea of the type of copy used. 
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throw percentage out the window, 
He must set aside enough advertis- 
ing money to educate the public on 
what he is doing. When we started 
we sometimes spent as much as 
15 percent of gross sales on adver- 
tising. Later we dropped .to the 
three percent of anticipated sales.” 


These Master Merchants are cur- 
rently working on a calendar of 
advertising which will enable them 
to time their expenditures strategic- 
ally throughout the year. All the 
main holidays of the year are be- 
ing studied to determine which 
offer the best sales possibilities. To 
date Barker and Lubin have launch- 
ed heavy promotions for Christmas 
and Mother’s day with remarkable 
success. Not only will this adver- 
tising calendar insure maximum re- 
sults per dollar invested but it will 
help avoid seasonal sales slumps and 
maintain high volume throughout 
the year. 


THE SELLING STAFF 


“THIS is not the business for 
someone who wants contentment 
and complacency,” says Lubin and 
proves it by attacking the job ener- 
getically every minute of the busi- 
ness day. Much of that energy is 
directed toward constant supervi- 
sion of the sales organization. 
Although Lubin would be the last 
to claim that their training and 
selling methods are the best possi- 
ble, the company’s record indicates 
a fairly high efficiency has been 
achieved. 


Department heads are made re- 
sponsible for the training of new 
men, but top management supervises 
and watches progress. Salespeople 
are trained to sell anything in the 
store rather than sticking to only 
one department; in this way cus- 
tomers can be served more promptly. 


Monthly dinners for the sales 
staff, office staff and heads of re- 
ceiving and shipping departments 
keep up morale and give employees 
a chance to exchange their selling 
and business ideas. 


Sales contests are employed from 
time to time to stimulate effort. 
Salesmen are divided into two com- 
petitive teams, and a graphic re- 
cord is kept of their progress dur- 
ing the contest. This graph might 
take the form of two thermometers 
with the mercury rising to keep 
pace with advancing sales. To fur- 
ther dramatize the affair the oppos- 
ing teams are named and a prize is 
offered for the winners. 


In the year ahead Barker and 
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WHEN Barker-Goldman-Lubin builds ‘em they’‘re complete packages ready for consumer use. 
Small, low-cost homes like this, complete with appliances installed, were sold to veterans on a 
convenient monthly payment plan. 


Lubin plan to hold similar contests 
to stimulate the opening of new 
accounts. They are also preparing 
a form which will soon be given 
to all salesmen to record things 
people ask for and which the firm 
does not handle. 


PACKAGE SELLING 


“THIS business is putting to- 
gether under one roof all the de- 
partments and services that have 
formerly been scattered through- 
out the community,” says Lubin. 
The Builder’s Department store 
Springfield does just that. Pioneers 
in package selling, Barker-Gold- 
man-Lubin company today operates 
that part of the business in a re- 
markably thorough manner. 


Almost any conceivable kind of 
consumer building package, includ- 
ing repairs, remodeling and @m- 
plete new homes, is available at 
Barker-Goldman-Lubin, and_ the 
customer need not make any other 
contacts to arrange for the work 
or its purchase. 


General Builders company is a 
subsidiary set up to handle this 
package and contracting business. 
\lthough organized as a separate 
corporation, the services offered by 
this subsidiary are advertised to the 
public under the Barker-Goldman- 
Lubin firm name. 
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An architectural designer is em- 
ployed and service to the consumer 
includes __ planning, estimating, 
financing, materials, labor and cen- 
tralized responsibility for the en- 
tire job. The firm provides for 


all phases of the work, hires labor 
crews, and does a complete job of 
contracting. 


The company also builds houses 
for sale after completion. During 
the past year it launched a project 
of 100 low-cost homes for veterans, 
and went on to complete 160. 


LOOKING AHEAD 


BARKER - Goldman - Lubin com- 
pany is going places. It is progres- 
sive, optimistic, imaginative. Its 
top management realizes that the 
company’s growth and success must 
be based on sound relations with 
employees and public alike. Perhaps 
that’s one of the reasons why 13 
out of 14 men who left the company 
to serve in World War II returned 
to their jobs. 


The company recently opened a 
large retail operation in Decatur, 
Ill., followng the same merchandis- 
ing pattern used in Springfield. 
This is the start of a planned pro- 
gram in additional locations in the 
years ahead. 


Barker and Lubin have visualized 
the unlimited potentialities in the 
business and have devoted most of 
their waking moments to the task 
of reaching them. An unlimited 
potential is an infinitely difficult 
goal; it can never be quite reached. 
But these Master Merchants will 
come close—that is success. 


DELIVERY trailer has same color scheme and lettering as store building and all drivers are 
uniformed to match. Operating eight delivery trucks, Barker-Goldman-Lubin has its own main- 
tenance and repair facilities. 





































IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 








Depart tind 


For Successful Retailing 


EPARTMENTIZING a retail 
business means separating the 

products handled into logical group- 
ings for the purposes of both dis- 
play and accounting. A true de- 
partment store groups its products 
into related classifications for log- 
ical display and promotion—and 
also keeps separate records of sales 
and expenses for each department. 

Diversification of the merchan- 
dise handled has created the need 
for departmentizing of the average 
retail lumber and building products 
business. For many years lumber 
yards have been growing more com- 
plex in terms of the products 
stocked and sold, and this gradual 
evolution was accelerated during 
war years when dealers searched 
frantically for new lines to com- 
pensate for loss of volume on ma- 
terials which were almost unobtain- 
able. 

During recent years many retail 
lumber operations have become de- 
partment stores without realizing 
it. Dealers managing such opera- 
tions will find that departmentizing 
offers the easiest, quickest and best 
solution to the problems arising 
from diversification. It also offers 
a score of tangible advantages as 
listed in bold type elsewhere in this 
article. 


NATURAL GROWTH 
SUB-DEPARTMENTS are the 
natural offspring of parent depart- 
ments. Time was when the sole de- 
partment of a lumber yard was lum- 
ber—then the growth of sash and 
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“Divide and conquer” applies to business management 
as well as military operations. Separating the store 
into departments improves control and builds profits. 





door items in the line indicated the 
need for a new department to han- 
dle millwork. 

Next, hard materials became an 
important factor and a department 
by themselves. In large operations 
of today hard materials are often 
divided into three departments— 
clay products, cement products and 
plastering and gypsum products. 

Next to be segregated in certain 
retail operations were roofing, sid- 
ing and board materials into a spe- 
cialty department. Here again the 
advent of many new board and 
metal products has caused some 
dealers to create even finer depart- 
mental divisions. 

Then the growth of miscellane- 
ous items in hardware and paint 
caused a segregation of these lines 
into a separate department. And 
now these two have branched into 
several new divisions such as metal 
building specialties, glass special- 
ties, kitchen, bathroom and laundry 
units, lawn and garden equipment, 
etc. 

And so as the dry goods stores 
have grown into America’s splendid 
department stores, the department 
stores of the light construction in- 
dustry will ultimately evolve from 
the lumber yards of the past. 


HOW MANY DEPARTMENTS? 
OBVIOUSLY, the number of de- 
partments needed for efficient man- 
agement of a retail business de- 
pends on the variety of merchandise 
sokd. But there are two other fac- 
tors which set a practical limit on 
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how far departmentizing can be 
carried. These-are: (1) sales vol- 
ume and (2) available personnel. 
The yard with an annual volume of 
$30,000 naturally runs with a mini- 
mum of departments—as the busi- 
ness grows it should naturally 
assume a more detailed department- 
al structure. 

The two or three man yard can 
operate with a minimum depart- 
mental structure, but as the busi- 
ness grows and personnel is in- 
creased the sub-division of the busi- 
ness into departments increases 
both efficiency and profits. 


MENTAL vs. PHYSICAL APPROACH 
BREAKING the business into 
definite departments might seem 
far-fetched to the dealer operating 
a one-man yard. He should remem- 
ber, however, that physical organ- 
ization of the departments is one 
thing and departmental thinking is 
another. Actual departmental or- 
ganization should be carried as far 
asesales volume warrants (within 
the limits of common sense) but de- 
partmental thinking can be em- 
ployed by the manager of the 
smallest yard in the country. 
Such a mental approach will give 
the dealer at least some of the 
advantages inherent in actual de- 
partmentizing. Particularly will 
is simplify his buying and stock 
control problems. It will save him 
from the danger of overlooking a 
commodity which offers quick and 
easy profits and it will help him 
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locate salable products at times 
when materials are scarce. 


MANY STORES IN ONE 

BECAUSE of the diversity of its 
merchandise the modern retail lum- 
ber yard is actually a grouping of 
several stores at one location. The 
majority of dealers today carry at 
least the following types of prod- 
ucts: 

1. Lumber. 

2. Sash, doors and millwork. 

3. Roofing, siding and _ special- 


ties 
4. Hard materials 
5. Paint 


6. Hardware 


Although all of these groups of 
products are closely related, each 
classification has characteristics 
which set it apart from the others. 
Mark-up, handling and selling costs, 
turnover, competition, etc. vary 
from one group to another. The 
dealer can achieve simplified man- 
agement and higher returns on his 
investment if he regards each group 
of products as an entirely separate 
department of his business—and or- 
ganizes his books to show sales, 
margins, expenses and net profits 
for each department. 

The list above is suggested as a 
logical departmental structure for 
the average dealer. Since no two 
retail operations are alike the 
average dealer is more or less a 
mythical concept, and every dealer 
will have to cut the pattern to fit 
his individual problem. Small re- 
tailers might start on a much 
smaller scale and gradually work 
toward the above goal, whereas 
many of the larger yards have al- 
ready exceeded it. In fact, the 20 
sales sub-departments shown at the 
right of the chart with this article 
indicate the departmentizing trend 
in the large-volume retail opera- 
tions today. 

One point requires special em- 
phasis. Regardless of how many 
other departments he may have, 
any dealer involved in package mer- 
chandising of complete units should 
consider it a separate department. 
True, the materials used in such 
contract sales are drawn from other 
departments, but having the sepa- 
rate records will give the dealer 
more useful information about his 
business. 


SPECIFIC ADVANTAGES 


DEPARTMENTIZING sales and 
records gives the dealer a number 
of specific advantages, most of 
which are shown in bold type at the 
beginning of this article. It is sug- 








chant the following advantages: 
Ps 


ONO AWD 


12. Reduced selling costs. 


15. Larger overall profits. 


centive and interest. 


sales. 
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WHY DEPARTMENTIZE? 


Intelligent departmentizing as explained in this article gives the mer- 


|. Simplified management and beter control. 

Discovery of most profitable lines. 

Revelation of unprofitable lines. 

Scientific pricing and correct mark-up for each line. 
Easy location and correction of profit leaks and losses. 
Maintenance of profitable average margin. 

Control of stocks and profits in each part of the business. 
Quick checks of any part of the business when needed. 
9. Inventory made easier and more significant. 

10. Faster turnover with decreased investment. 

11. Reduced handling costs and buying time. 


13. Increased efficiency in promotion. 
14. More support from manufacturers. 


16. Competitive analysis and comparative statistics. 

17. Responsibility divided among more employees. 

18. Incentives to department managers. 

19. Salespeople can become specialists and thereby have greater in- 


20. Shopping made more convenient for the customer. 
21. Avoidance of putting all profit eggs in one basket. 


22. Spreading administrative overhead and fixed expenses over a greater 
volume of sales, thus lowering “ operating cost percentage on 








gested that the reader study this 
list carefully to determine how 
great a financial gain these advan- 
tages can mean to his individual 
business. 

The experienced dealer is not sat- 
isfied merely to know that his busi- 
ness as a whole shows a: profit. He 
knows that the great majority 
of undepartmentized stores (even 
though they show an overall profit) 
have a few lines which actually lose 
money. He knows also that loss on 
one line must come out of profit on 
other lines. 

A departmentized system enables 
the dealer to obtain all the facts 
about each of his store—about 
everything taking place in his busi- 
ness. A profit and loss statement 
of the entire business does not al- 
ways provide sufficiently detailed in- 
formation far enough in advance 
for the dealer to forestall disastrous 
leaks. 

Departmentizing tells the dealer 
which lines are profitable and which 





are unprofitable. With that infor- 
mation he can push the profit-mak- 
ing lines hard and give them the 
best display spots in his store and 
feature them most strongly in his - 
advertising. 

When he knows which depart- 
ments are unprofitable the dealer 
can adjust mark-ups and reduce ex- 
penses in an effort to put such 
departments on a profitable basis. 
He can also see that these unprofit- 
able or border line departments get 
only their rightful share of his val- 
uable display space. 


HOW TO DEPARTMENTIZE 


1. CREATE the departments by 
dividing the merchandise into log- 
ical groups. Number of groups and 
their size will be determined by the 
types and amounts of stock handled 
as well as the sales volume and the 
number of employees. 

2. Pick a definite location in the 
store for each department so that 
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OPERATING DEPARTMENTS 








General Management 


Planning -- Coordination -- Supervision 











































MATERIALS 
HANDLING 
DEPARTMENT 


SHOP & MILL 
DEPARTMENT 















FUNCTIONS: FUNCTIONS: 
Receiving Pre-cutting 
Warehousing Resawing 
Loading Prefabrication 
Delivery Specialty work 
Order handling PERSONNEL: 
PERSONNEL: Foreman 
Yard foreman Employees 
Yard em- 

ployees 


Truck drivers 




















eines CONTRACT 
PRODUC. 
TROLLER TION 
DEPARTMENT | | DEPARTMENT 








FUNCTIONS: FUNCTIONS: 
Accounting Plans & 
Records & designs 
statistics Specifications 
Credits Estimates 
Collections Contracts 
Sales financing Materials 
Budgets assembly 
Taxes Yard = fabrica- 
Office manage- tion 
ment Construction 
Mark-up & supervision 
pricing Labor compen- 
Job analysis sation 
Compensation Package order 
schedules handling 
Files Claims & ad- 
justments 
PERSONNEL: Relations with 
Manager contractors, 
Bookkeeper sub-contrac- 
Office em- tors 
ployees 
PERSONNEL: 
Manager 
Supervisor 
Architect 
Draftsman 


Mechanics 




















PUR- 
SALES 
CHASING 
DEPARTMENT | | DEPARTMENT 











FUNCTIONS: FUNCTIONS: 
Buy all mate- Market 

rials, products, analysis 
supplies & Advertising 
equipment Promotion 
Maintain rela- Publicity 
tions with sup- Displays 
liers, manufac- Estimates 


turers, etc. Sales training 
Control inven- Sales to con- 
tory sumers, con- 

tractors, farm- 
PERSONNEL: ers & business 
Buyer firms 


SEE 20 DIVI- 
SIONS ON 
NEXT PAGE 


PERSONNEL: 


Sales manager 
Advertising 

manager 
Salesmen 
Clerks 

















NOTE: 





This chart is intended to show organizational structure and function rather than personnel requirements, and the editors are 
aware that the average dealer with an annual volume of $100,000 would not have all the employees listed above. The shop 


and mill department and the contract production department are optional, but considered highly desirable in a modern merchandising opera- 
tion. Functions shown under all the other departments are indispensable whether the departments, as such, exist or not—and regardless of 
whether it is a one-man yard or boasts 100 employees. Whether the dealer divides his business into such departments or not he will make 
more progress if he thinks along departmental lines in performing the various duties and functions. It should also be noted that a contract 
production department can be maintained without having architects or mechanics on the payroll—as their services can be lined up outside the 






attractively displayed. This is an 
important, but controversial sub- 
ject. It can best be solved after the 
dealer has studied his products, the 
buying habits of his customers and 
the physical limitations of his sales- 
room. 


3. Figure out the selling expenses 
of each department. 


4. Figure margins for the prod- 
ucts in each department. 

5. Set up records to keep track 
of sales in each department. 


If a departmental structure is set 
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the merchandise it includes can b- 






organization. 


up and maintained along these lines, 
the dealer will soon have records 
that will be invaluable to him in 
exerting better management control 
and increasing profits. 


DEFINING THE CHART 
THE chart with this article has 
been prepared to help building 
products merchants approach the 
problem of departmentizing. Al- 
though it is largely self-explana- 
tory, a few words of description will 
not be amiss. 
Operating departments shown to 
the left of the chart represent 
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fundamental divisions of the func- 


tions of a retail business. These 
functons will be covered in later 
articles in this series. It is the 
departmental breakdown of sales 
shown at the right of the chart that 
we are discussing in this article. 

Ideally, the display and promo- 
tion departments should conform to 
the accounting departments. In that 
way the dealer will receive a maxi- 
mum of information about his busi- 
ness and better control over it. But 
it might be more practical for the 
dealer to set up a comparatively 
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DEPARTMENTAL BREAKDOWN OF SALES 





Sales Department 











FOR ACCOUNTING PUR- 
POSES SALES ARE DEPART- 
MENTIZED AS FOLLOWS: 


l Lumber 
2 Sash, doors and millwork 
3 Hard materials 


4 Roofing, siding and specialties 


5 Paint, hardware, metal prod- 
ucts and appliances 


6 Complete unit contracts 
(package sales) 











The list shown above is a 


® 
NOTE = composite picture of the ac- 


counting departments used by many success- 

ful dealers. To afford a much more com- 

plete control over costs and profits this list 

should duplicate the display and promotion 

departments shown to the right, but most 

dealers are not yet ready to keep such de- 
tailed records. 


simple accounting structure as 
shown on the chart—and gradually 
progress towards more complete ac- 
counting records. 

Market analysis is a valuable tool 
to help the dealer plan his depart- 
mental structure, and it is sug- 
gested that merchants study the 
next issue carefully to get new 
slants on this vital subject. 





NEXT ARTICLE IN THIS SERIES: 
The February 1 issue will discuss 


tas of analyzing your local mar- 
et. 











FOR PURPOSES OF DISPLAY AND PROMOTION 
MERCHANDISE IS DEPARTMENTIZED AS FOLLOWS: 


1 
2 


ocon Oo C1 


10 
11 
12 
13 
is 
15 
16 
17 
18 
19 
20 


Lumber, plywood and related items. 

Metal building products. 

Windows, doors and millwork. 

Glass, glass specialties and plastic glazing. 

Paint, wallpaper, etc. 

Board products. 

Flooring, floor coverings and treatments. 

Roofing, shingles and siding. 

Insulation and weatherstripping. 

Heating, plumbing and air conditioning. 

Hardware and related items. 

Farm equipment and supplies. 

Electrical supplies and fixtures. 

Bathroom, kitchen and laundry equipment and appliances. 
Lawn and garden products. 

Specialty selling items (garage doors, awnings, etc.) 
Cement and masonry products. 

Plaster and plastering products. 

Clay and tile products. 


Complete building packages (homes, garages, farm structures, 
etc., whether site built or prefabricated—also repairs and 
modernization.) 


These 20 Departments Represent What the Consumer Expects to 
Find in a Department Store of the Building Industry. 
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An Expert in Low-Cost 
Housing Looks at the 
Building Products 
Merchant 


Sees BUILDING products merchant has a definite 
responsibility toward the prospective home 
owner. How the retailer can fulfill this responsibility 
to the credit of the industry and himself is suggested 
by Prof. William H. Scheick, coordinator of the Small 
Homes council, University of Illinois. 

Interest in sound planning on the part of the pros- 
pective home owner is second only to questions of heat- 
ing and insulation if the country-wide queries received 
by the council are a criterion of general interest in the 
subject of floor plan layout of small homes. 

PLAN SERVICES 

“IT WOULD be a good thing,” says Professor 
Scheick, “for the dealer to know more about plan 
services and plans. If I were a retailer of building 
products, I think I would make arrangements with an 
architect for consultation and advice. 

“I think it is up to the dealer to exert his influence 
on planning services to improve the quality of floor 
plans—eliminate the bad, improve the good and get 
more good. It would be a good idea for the retailer 
to have some qualified person on his staff who can talk 
intelligently to consumers about architectural mat- 
ters.” 

Professor Scheick believes the dealer should do his 
part to encourage the education of the contractor in 
good building practices. He should lend his encourage- 
ment to short courses in building that will be of value 
to the contractor as well as the building products 
dealer. Pertinent publications in the field should also 
be brought to his attention. 

HELP KEEP PUBLIC INFORMED 

“THE wise dealer,” says Professor Scheick, “is just 
the person to tell the public that, yes, there are some 
new ideas in building and it looks as if some of them 
are pretty good. However, most of them are still in 
the development stage and the most advanced ones 
will not make the conventional home a bad investment. 

“Then, too, I’d like to see the dealer become more 
influential in the intelligent revision of building codes 
—equipped to do his part to see building codes work 
on a performance basis.” 

In providing a one-stop consumer service, the dealer 
is helping fulfill his responsibility to the homeowner, 
Professor Scheick believes. That doesn’t mean that 


52 





Small homes coordinator suggests several ways the 
retailer can help move toward industry integration. 











PROF. WILLIAM H. SCHEICK is coordinator of the Small 
Homes council of the University of Illinois, where research is 
underway in various phases of home construction, equipment 
and maintenance. The information already gathered since the 
council was organized two years ago has been made available 
to the public through 14 non-technical circulars on heating, 
financing, storm sash and other phases of planning and 
building. 

A member of the University of Illinois faculty since 1930, 
Professor Scheick is considered an authority in the low-cost 
housing field. He stood highest academically in the archi- 
tectural class graduating from Carnegie Institute of Technology 
in 1928. The following year he became assistant professor of 
architecture at Oklahoma Agriculture and Mechanics college. 
He became a licensed architect in 1935. Professor Scheick was 
named coordinator of the Small Homes council at the time of 
its organization in 1944, 

In addition to the aforementioned information service, the 
council has sponsored two series of short courses. One is an 
annual three-day course designed to bring contractors and 
builders up-to-date on construction practices. The other course 
is a 30-day session for lumber yard and building material 
personnel. 

Most important of the council's activities is its new research 
program which is underway at the Home Research center. 
When completed the center will occupy a four-block site on the 
campus and will include a main building or demonstration 
center for studying problems of low-cost housing. This main 
building will house an indoor laboratory large enough for two 
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the dealer must or should go into the real estate, loan 
or architectural service. It does mean that the dealer 
should help streamline those services, explains the 
Small Homes council coordinator. 


LARGER ROOMS 

HE ALSO believes the dealer can do much to direct 
consumer thinking in the right direction—to help the 
prospective home owner think in terms of square feet 
of living space rather than number of rooms for ex- 
ample. 

In this connection Professor Scheick pointed out 
that the small home of today is one of larger rooms, 
that the day of the small living room, small dining 
room and kitchen are gone forever in the well-planned 
small home. 

On the other hand, there is a definite trend toward 
the multi-use of rooms. A plan which calls for a few 
large areas is always better, more livable and more 
adaptable to change than is one with a small number 
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ANALYSIS OF 3 PLANS, a2 


GARAGE 
LIVING 
ROOM 


DINING 


2 SEA 


CJC Terraces 
PIE TERRAS: 


GARDEN 


* GARAGE 


SECOND FLOOR FIRST FLOOR GARDEN 


| DINING 


ROOM 


LIVING 


reley4! 
GARDEN 


<7 1. ONE-STORY HOUSE 


WITH BASEMENT 


The plan for this small home is compact and un- 
complicated, permitting simple gabled roof lines 
and economical framing (interior partitions form 
straight lines through the plan). The shape 
of the house permits maximum use of the lot. 


FLEXIBILITY: Living and sleeping areas are large 
and adapted to multi-use. One bedroom may be 
used as a study or “quiet area.” Size of bedrooms 
could be changed by moving the storage wall. 


CIRCULATION: Even with the ample entrance hall, 
very little hall space is required to provide ideal 
circulation. Kitchen or bedroom may be reached 
from outside or from any part of the house with- 
out entering the living area. The basement stair 
has direct access to the service entrance. 


ORIENTATION: Living area faces south to the 
garden. Bedrooms have excellent ventilation. 
Service areas are convenient to the drive. 


2. TWO-STORY HOUSE 
WITH BASEMENT 


The compact, rectangular plan insures economical 
framing and roofing. Second-floor partitions are 
in line with those on the first floor. A minimum 
amount of the lot area is occupied by the house. 


FLEXIBILITY: The living-dining-kitchen areas are 
suitable for private life or for entertaining. Size 
of two south bedrooms could be altered easily. 


CIRCULATION: Excellent and adequate circula- 
tion is provided with minimum hall space. Stairs 
are safe and well lighted. As in plan No. 1 the liv- 
ing area is undisturbed by circulation. Basement 
has direct access to exterior service facilities. 


ORIENTATION: Two bedrooms and the living- 
dining area face the garden. All bedrooms have 
cross ventilation. The kitchen, though separate, 
is accessible to other “service areas.” 


3. ONE-STORY HOUSE 
WITHOUT BASEMENT 


This house is large in all of its dimensions and 
would require a deep lot because of the place- 
ment of the garage. It is very simple in over-all 
shape, economical for framing and roofing. 


FLEXIBILITY: The plan is unusually flexible. The 
first-floor utility room, convenient to the kitchen 
and bath, is ideal for laundry, sewing, children’s 
activities or even extra sleeping space. The 
living-dining area and kitchen are well adapted 
to many activities. The dining room can serve 
as a “quiet” or study area separated from the 
living room by a folding partition. Workshop 
and storage in the garage perform functions 
usually assigned to the basement. 


CIRCULATION: This plan has all the merits of 
those above in respect to circulation. 


ORIENTATION: All areas are ideally located for 
orientation to both view and sunlight. 
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STORAGE: Good storage space is provided in bed- 
rooms, halls, bath, kitchen, service entrance, and 
garage. Note workshop in the garage. 


UTILITIES: Basement heating plant is easily serv- 
iced. Areas with plumbing are well grouped for 
economical piping. 

FURNITURE: Adequate wall areas and proper door 
“swings” allow for good furniture placement. 
Sill heights must be checked where furniture is 
to be under windows. 


STORAGE: The house and garage have abundant 
storage space, well-planned and located. 


UTILITIES: Basement laundry, first-floor lavator} 
and kitchen, and second-floor bath are located 
over each other for economical piping. Direct 
service of basement heating plant is assured. 


FURNITURE: Door swings are carefully planned 
good wall areas are plentiful. 


STORAGE: Closets are ample and well located 


UTILITIES: All areas requiring plumbing are lo- 
cated within one third of the plan. Because of its 
location in the utility room, the heating plant 
should be operated with fuel that can be auto- 
matically handled. The position of the heater in 
the center of the house insures economical instal- 
lation and efficient operation. 


FURNITURE: All rooms are designed for good use 
and arrangement of furniture. 
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of rooms. 

Rooms in the modern small home 
are being designed for more flexi- 
bility. The larger living room, for 
example, will provide space for 
group activities, reading, dining 
and entertaining guests. The util- 
ty room may also be a spare sleep- 
ing room, laundry and playroom. 


WATCH LATEST DEVELOPMENTS 


THE smart retailer, Professor 
Scheick is convinced, will watch 
new building developments with 
particular interest. Basementless 
construction, for example. The co- 
ordinator forsees an increase of 10 
to 25 percent in the construction of 
basementless homes. Panel heating 
is another development that will 
bear watching and here is a warn- 
ing on that issue: 

“Don’t let a contractor put a few 
pipes under the floor and call it 
panel heating,” says Professor 
Scheick. “Panel heating is still in 
the experimental stage and it is 
still dynamite. In a properly heated 
house, panel heating won’t do any- 
thing that a conventional heating 
system won’t do. 

“Solar heating is not yet under- 
stood by many laymen. Glass must 
be used intelligently. Care should 
be taken to see that windows with 
a large glass area do not face north 
and west.” 

Here are some minimum room 
sizes suggested by Professor 
Scheick: bedroom, 120 square feet; 
kitchen, 8x8; living room, 12x16; 
utility room, 100 square feet. 

In considering home expansion 
plans, the dealer should encourage 
prospective home owners to allow 
sufficient roof pitch, since the most 
economical plan for expansion is 
still by development of the second 
floor. 

The home construction market, 
Professor Schieck points out, falls 
into three phases: 

1. Current emergency market. 

2. The market ahead when 
houses of unlimited expense will be 
built. 

3. Market for low-income levels. 

Whatever is good for the low- 
income level market, says the Small 
Homes-coordinator, is also good for 
the other markets. 

Upon the dealer, Professor 
Scheick believes, rests a direct re- 
sponsibility in helping attack hous- 
ing problems in an integrated co- 
ordinated fashion. 

“He must be informed and suffi- 
ciently open minded to give a men- 
tal break to new developments in 
the building field,” summarized 

Professor Scheick. 
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Photos: Moe Brothers Manufacturing Company. 


Building products merchants who are offering 
everything for building and furnishing the 
home are selling electrical equipment and 
appliances. Shown here are several displays 


of electrical equipment. All of them can be 
adapted for use by the retailer regardless of 
the size of his salesroom.. One is particularly 
designed for a window display. All are modern, 
designed to focus attention on the various 
styles of lighting fixtures. Included in most 
are racks for light bulbs and space for such 
appliances as toasters, irons and percolators. 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 











Sell Consumer Benefits 
as Well as Products 


If you want success and a rising income sell mental and 
emotional ideas and ideals rather than mere materials. 


A S A BUILDING products salesman you have phy- 
sical products to sell—and you also have mental 
concepts to sell. 


It is true that you must have a thorough knowledge-« ie 2 


of the physical things, but it is equally true that if 
you concentrate on them and ignore the mental things 
you will never go very far in your selling job. 

Physical things are sold at a price. Mental things 
at a profit. 

The physical things you have to sell are materials 
and products. The mental things are consumer benefits. 

If you think only of materials and products you 
will never be more than an order taker—you will never 
sell a customer unless he has first sold himself on 
the idea of a purchase. 

But if you think in terms of consumer benefits you 
will become a creative salesman. Your profits, reputa- 
tion and satisfaction will climb steadily through the 
years. 

To do this you must climb over the fence which 
separates you from your prospect. You must get the 
customer’s viewpoint and ask yourself how he will 
benefit by buying what you have to sell. All success- 
ful salesmen do this consciously or unconsciously. Re- 
gardless of how simple it may sound, it is a difficult 
habit to form. The apprentice salesman must study 
the principles involved with great care—and even 
the veteran can well afford to refresh his knowledge of 
the subject from time to time. 

In emphasizing the importance of selling consumer 
benefits it would be unwise to ignore the physical 
things. It bears repetition that the salesman must be 
thoroughly acquainted with product details. Such 
knowledge is the foundation of his career. Without it 
he will be unable to sell consumer benefits intelligently. 

Although the pattern of operation varies somewhat 
from yard to yard, it might be broadly stated that 
most retail lumber and building products salesmen have 
three types of things to sell. These are materials, 
packages and ideas. The first two are physical. The 
third is obviously mental. 

MATERIALS 

THE variety of materials stocked varies tremend- 
ously from one yard to another. The following list is 
indicative of the classes of merchandise to be found 
in the larger retail operations today: 

1. Lumber, plywood and related items. 
2. Metal building products. 
. Windows, doors and millwork. 
. Glass, glass specialties and plastic glazing. 
. Paint, wallpaper and related items. 
Board products. 
Flooring, floor coverings and treatments. 


Roofing, shingles and siding. 

. Insulation and weatherstripping. 

. Heating, plumbing and air conditioning. 

. Hardware and related items. 

. Farm equipment and supplies. 

. Electrical supplies and fixtures. 

. Bathroom, kitchen and laundry accessories. 

. Lawn and garden products. 

. Garage doors and specialty selling items. 

. Cement and masonry products. 

Plaster and plastering products. 

. Clay and tile products. 

Some building products salesmen have all of these 
things to sell. All building products salesmen have 
some of these things to sell. 

Acquiring technical and sales knowledge about ma- 
terials sometimes involves long, hard years of study. 
Literature will usually be made available to a sales- 
man by the firm which employs him. He should strive 
to know the following things about the materials which 
he is expected to sell: 

A. Its ingredients and how it is manufactured. 

B. Its proper uses. 

C. Proper method of application. 

D. Best ways to demonstrate and display the ma- 
terial. 

E. Its seiling points and consumer benefits. 

F. Features which make it superior to competitive 
products. 

G. Available sales tools and literature which will 
help sell it. 

H. Questions customers are most apt to ask about 
it and how to answer them. (This includes such mat- 
ters as price, buying objections, etc.) 

I. Related items which are easy to sell in connec- 
tion with the product. 

Additional knowledge will be very helpful to the 
salesman, but the above list includes those things 
which it is essential for him to know. 

PACKAGES 

NOT ALL yards have adopted the principle of pack- 
age merchandising, and those that have differ in the 
ways they handle the activity. However, the growing 
trend towards packaging in the building products field 
makes it desirable for all salesmen to have a grasp 
of the subject. 

A package might best be defined as “building materi- 
als fabricated into a finished unit by competent labor.” 
Such a package unit might be anything from a new 
home or barn to a repair on the back porch steps. A 
package might be factory-built, prefabricated, yard 
fabricated or constructed on the site. 

It would be possible to list hundreds of specific ex- 
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amples of packages. A number of them were men- 
tioned in the previous lesson and the salesmen can 
think of dozens more simply by exercising his imag- 
ination. 

You should know as much about packages you have 
to sell as you know about the individual materials 
which comprise them. It is wise to project your think- 
ing along package lines because it is easier to visual- 
ize the consumer benefits in packages than in the 
materials themselves. 


IDEAS 


YOU have probably often heard the saying, “You 
must be sold on your products or you will not be suc- 
cessful in selling them to others.” It’s a true state- 
ment but it doesn’t go far enough. You might be 
completely sold on the good physical qualities of your 
products and still fail at selling. But if you are sold 
on the mental qualities inherently identified with those 
products—in other words if you are sold on what your 
products will do for customers—you are on your way 
to success. 

Successful selling is a mental process—the shaping 
of ideas. 

Even an order is mental in nature, but here the idea 
is born in the customer’s mind. 


In creative selling the idea generates in the sales- 
man’s mind. He transplants it to the prospect’s mind 
and cultivates it until it becomes an order. Thus an 
idea is converted into a sale, and a prospect into a 
customer. That’s what creative selling is. Grasping 
this fact is the first step to success. 


Remember, however, that the idea you plant in the 
prospect’s mind must show him clearly how he will 
benefit from buying what you have to sell. Basically 
he is interested in himself—not you or your products. 


BUYING MOTIVES 


WHETHER a customer buys for himself or serves 
as agent for others, his decision to buy stems from 
one or more of four basic motives. These are: (1) 
desire for pleasure, (2) desire for material gain, (3) 
desire to avoid discomfort, and (4) desire to prevent 
loss. 

The first two motives are positive and the others 
negative. You can use them all effectively in your 
selling by pointing out to the prospect how he will 
receive pleasure and gain by buying what you sug- 
gest—how he will run the risk of discomfort and loss 
if he does not. 

Let’s take a specific example of how you can make 
these basic human motives work for you. Suppose 
you are trying to sell insulation to a homeowner. As 
a wise salesman you will not assume for one minute 
that your prospect is interested in insulation. But 
you can be sure that he is interested in pleasure, gain, 
comfort, etc. as listed in the four basic motives. Put 
yourself in his place and figure out how an insulated 
house will benefit him in terms of these basic motives. 

You will realize immediately that he will enjoy a 
material gain because his house will be increased in 
value more than the cost of the insulation. He will 
avoid discomfort because his house will be warmer in 
winter and cooler in summer. He will prevent loss 
because his fuel bills will be consideraby reduced. 
These are the kind of ideas you want to plant in his 
mind, 

UNIVERSAL APPLICATION 


THE four basic buying motives are universal and 
apply to homeowners, farmers, contractors, vasianeal 
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men, etc. But you cannot use them skilfully unless you 
first get the customer’s viewpoint to determine what 
is most apt to motivate his desire to purchase. Sub- 
dividing the basic motives will help you do this. 

First we will consider the two positive motives— 
desire for pleasure and desire for material gain— 
as one unit and then break them down into the fol- 
lowing terms which will interest customers: 


Comfort 

Convenience 

Health and sanitation 
Pride of ownership 
Beauty and style 
Privacy Practicality 
Safety and protection Lasting value 


The negative buying motives—desire to avoid dis- 
comfort or prevent loss—might be broken down into 
a specific list of things people want to avoid: 


Respect and reputation 
Labor and time saved 
Money saved 

Increase in value 
Efficiency 


Danger Depreciation 

Worry Costly upkeep 

Poor health Financial loss 
Inconvenience Inefficiency 
Monotony Waste of time, work 
Ugliness Waste of space 
Obsolescence Waste of money 


Outmoded style 


The list might be extended indefinitely but the im- 
portant points—both positive and negative—are cov- 
ered above. If you select the ones that best fit each 
individual prospect and use them discreetly, you will 
go far in selling. 

SELLING TO WOMEN 

ALTHOUGH there are notable exceptions (such as 
industrial and commercial purchases) it can safely be 
said that women are the major factor in most sales you 
will make. Regardless of who signs the check you 
will first have to sell a woman before you get the order 
in at least 80 percent of the cases. 

Remember that women are easy to sell if you talk 
consumer benefits, but it is almost impossible to sell 
to them if you talk only of the technical merits of 
your products. 

NEXT LESSON: The February 1 issue will cover services 
you should give the customer. 





QUIZ FOR CONSUMER SALESMEN— 
LESSON 2 


|. What are the physical things you have to sell? 
(It is suggested that you take a separate sheet 
of paper and compile from memory an actual 
list of all things your company handles and 
expects you to sell.) 
Generally speaking, what are the mental things 
you have to sell? 
What will thinking in terms of consumer bene- 
fits do for the salesman? 
From whose viewpoint must selling be done? 
How can you develop this viewpoint? 
Is it necessary for you to have any technical 
knowledge of the materials you sell? 
What information about your products is it 
absolutely essential for you to have? 
Is selling primarily a mental or a physical 
rocess? 

hat are the four basic motives which lead to 
purchases? 
10. Do the four basic motives apply to all types of 

customers? 
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SEEMINGLY happy over the future of the Joliet Cash and Carry Lumb 





pany is its manager, 


Elias A. Brown, left, who is seen here discussing plans for 1947 with one of the company’s 
part-owners, Walter W. Welsch. 


Postwar Building Plans Pay Off 


Joliet, Ill., concern is reaping dividends based 
on the expansion of its counter display space 
and quality service to the agricultural trade. 


INETEEN OUT OF 20 per- 

sons who pass through the 
door of the Joliet (Ill.) Cash and 
Carry Lumber company buy some- 
thing, estimates Elias A. Brown, 
manager of the store. 

One reason for the merchandis- 
ing success of this store is the ful- 
fillment, partially at least, of the 
manager’s postwar expansion plan 
which was mapped in 1944. This 
plan was the result of a study of 
the store’s customers in terms of 
today’s sales and tomorrow’s hopes 
and its physical property as well. 


STEADY DOLLAR IMPROVEMENT 

JOINTLY owned by Arnold R. 
and Walter W. Welsch, the com- 
pany was founded in June, 1939. 
Each year it has done a better busi- 
ness than the previous year with 
the exception of the first war year 
when the books show a reduction of 
$1,000 under the previous year. 
The dollar volume for 1946 was ap- 
proximately one-third larger than 
in 1945. 

Some idea of the firm’s expand- 
ing business is gained by a com- 
parison of gross sales through the 
years. In the first six month’s, the 
company did a gross business of 
$10,000. In its first full year of 
operation, gross sales totaled $30,- 


58 


000. The gross for 1945 was ap- 
proximately $200,000. 

In addition, the firm received 40- 
odd more carload lots of building 
materials in 1946 than the year 
previous, proving that the sales 
gain of recent years has been more 
than simply dollar volume. 

The Joliet Cash and Carry Lum- 
ber company has catered to agricul- 
tural trade from the time it was 
founded and its steady clientele is 
seen in Mr. Brown’s comment: 

“Very seldom does a man come 
in here that we don’t know. Eighty 
percent of our business is repeat 
business.” 

Expansion of the store has pro- 
vided office space and counter dis- 
play room several times their orig- 
inal. The former office space was 
13x18, hardly room for more than 
one business desk. The new addi- 
tion to the building, completed in 
1946, is 42x20, which has also made 
possible the adding of approxi- 
mately 2,000 square feet of storage 
space for millwork above the first 
floor. 


DISPLAYS PAY DIVIDENDS 
SHELF displays made possible 
by the added room are already pay- 
ing dividends in heavier sales, Mr. 
Brown feels. 


“We always carried medicine 
cabinets,” said Mr. Brown, “and 
usually we sold one when we did a 
complete home job. Now we have 
one of the cabinets out front and 
we sell a good number of them 
when we take remodelling orders. 
The grand total amounts to more 
than you’d think in a year. We 
never had room for an insulation 
display before. It was the same 
story with builders’ hardware and 
other items.” 

The addition has not only pro- 
vided new counter and office space, 
but separate storerooms for fin- 
ished hardware and office supplies. 
A 16-foot retail counter makes it 
easier to handle consumer trade. 

With its additional space, the 
store has enlarged its builders’ 
hardware department. It is carry- 
ing a new and wider variety of 
butts and lock sets, items that could 
not be handled successfully from a 
merchandising viewpoint until 
there was room to display them. 

Ready-built sets like shelf units 
and ironing boards that formerly 
were handled in job lots are now 
kept on hand. 

Development of the store’s agri- 
cultural trade is based on a deter- 
mined policy that even today ac- 
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counts for an estimated 40 percent 
of the overall trade. 


ESTABLISHING A NAME 


AT THE very outset, the store 
made a strong effort to establish its 
name with the farmers by sending 
out a post card mailing. This was 
intended (1) to get the name of the 
store before the farmer and (2) to 
see how many farmers were inter- 
ested in remodeling their farm 
buildings. The response from this 
initial effort was about five percent 
of the total mailing. 

Except for two or three display 
ads in the local newspapers during 
the year, the store has _ relied 
mainly on classified ads and direct 
mail pieces to announce special 
sales and seasonal items. The com- 
pany sends out about 400 copies of 
Business of Farming and 500 copies 
of Popular Home, U. S. Gypsum 
publications, under its name. 

“T feel that it is a very good 
thing to actually canvass the agri- 
cultural trade,” said Mr. Brown, 
“and I hope to do this as soon as we 
can secure properly qualified per- 
sonnel for the job. 

“We have been able to do some 
personnel contact work on a small 
scale. For instance, if we know that 
a farmer is planning to erect a 





of 200 names was made up by farm- 
ers themselves at the invitation of 
the store. The listing not only in- 
cludes names but exact addresses 
and route locations to avoid wasted 
delivery time. Direct mail is sent 
to the farmer by name, not simply 
by box holder. 

The important thing in attract- 
ing farmer trade is to deal in qual- 
ity materials, believes Mr. Brown. 

“Year in and year out farmers 
are more interested in quality ma- 
terials than anything else. The 
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home remodeling and _ builders’ 
hardware. Aluminum roofing and 
siding have provided satisfactory 
sales, but will not be stocked as 
largely as during the war when it 
was impossible to buy under half a 
car at one time. 


FABRICATION FOR THE FARMER 


DURING the war, the store did a 
big business in prefabricated build- 
ings for the farm—especially hen, 
hog and brooder houses. Although 
there has been a sharp decline in 
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ADDER display space made possible by improvements planned during the war is now paying 


dollar dividends. 


These display shelves were built following a 42x20 expansion of the store. 


Donald Clement, store clerk, is writing out an order for two customers at the new 16-foot sales 


counter, 


building, we will go out and see 
him. As competition gets keener 
and materials more plentiful, we 
will spend more time on personal 
contacts. 


CARD FILE UTILIZED 
THE store maintains an active 
card fille of names of farmers 
Within the area. The current list 
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Storage rooms for builders’ hardware and materials are adjacent to the main office. 


farmer is a close buyer, but he is 
not a cheap buyer. You are only 
wasting your time if you show him 
anything but quality materials.” 
These are the lead items that the 
Joliet Cash and Carry Lumber 
Company sells. the agricultural 
trade: lumber, roofing, fencing 
(posts and gates); millwork for 
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GOOD use is made of the limited display 

space. Space is still ample to bring to the 

consumer's eye such goods as paints, insula- 

tion, builders’ hardware, medicine chests and 
sundry items. 


the sale of poultry houses since the 
war, the Joliet Cash and Carry 
Lumber company continues to fab- 
ricate hog houses in its own yard 
and is looking forward to a very 
good business in corn cribs. 


SERVICES RENDERED 


PRINCIPAL services to farmers 
in the Joliet area has been in 
household repairs, farm house re- 
modeling and installation of mod- 
ern conveniences. 

Most farmers are cash custom- 
ers, Mr. Brown has found. The 
store offers free delivery within a 
10-mile radius. However, a number 
of tool sheds, chicken houses, hog 
houses and complete sets of house 
building materials have been deliv- 
ered as far away as 25 miles. 

Operation of the store, aside 
from the aforementioned execu- 
tives, is carried on by four veterans 
of World War II. They are Donald 
Clement, store clerk; William Hein- 
drich, yard foreman; Robert Peter- 
son, driver and Francis Lynch, 
yard man. 
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By GEORGE H. BUNDY* 






OME YEARS AGO I had the 

thrilling experience of tour- 
ing the Carlsbad caverns in Carls- 
bad, N. M. Nature has formed 
these wondrous caverns in a series 
of caves and rooms—the largest, 
almost 4% mile long, 500 feet high. 
These rooms or caves are connected 
by openings or tunnels. The tour, 
through myriad of stalagtites and 
stalagmites—many of which joined 
to form artistic columns, was ex- 
ceptionally well planned. The guide 
had no difficulty whatsover in hav- 
ing the group’s attention focused 
at all times where he wanted it. 
And the hours spent proved to be 
exciting, interesting, as well as in- 
formative. 

It was not until later in the day 
that I was struck with the real 
reason for the complete success of 
the tour. The ease with which the 
guide focused our attention on the 
subject he was explaining dawned 
upon me. The indirect lighting 
arrangement, rheostatically con- 
trolled, was so employed that the 
group’s attention was forced to ob- 
serve that which the guide was dis- 
cussing, for only the immediate 
area being discussed was lighted. 
The surrounding areas were 
shrouded in pitch blackness! 

As the group walked from one 
cave the lights became softer and 
softer—and the approaching cave, 
from utter darkness, became 





*Johns-Manville Sales Corporation. 
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Spotlight 




























ONE point at a time is the key to spotlight selling. A confused prospect is not a buying 
prospect. Name one advantage and show all the ways it can help the customer before going 
on to a second point. 


brighter and brighter. So, in ef- 
fect, it was useless to look to the 
rear, for there was nothing to see 
—just complete darkness. You can 
readily deduct that the group’s at- 
tention was under the positive con- 
trol of the guide at all times. A 
silent usher gently, but firmly, held 
our attention, and the group ab- 
sorbed all the interesting points 
discussed. The directors of the 
Carlsbad caverns employed the 
spotlight technique to the fullest 
extent. 


SPOTLIGHT SELLING TECHNIQUE 


HOW simple selling would be if 
only we could employ a similar 
spotlight technique. The buyer 
would necessarily learn all the bene- 
fits of the product, commodity or 
service offered, for the buyer’s at- 
tention would be entirely in the 
salesman’s power. The method em- 
ployed by a salesman to do Spot- 
light Selling is not at all difficult. 
Let us observe how simple it is to 
adopt this exact same method in a 
sales presentation. First, the sales- 
man presents all the benefits that 
accrue to the user of his product. 
These benefits, to be enjoyed by the 
user of the commodity or service 
offered, must be set forth in pre- 
arranged groups, so that you, as a 
salesman, can deliver a systematic, 
flowing, easy-to-follow presentation 
on each successive group. 

For example, a salesman selling 





automobiles points out all the com- 
fort advantages such as ease of 
riding because of ABC springs, 
non-tiring on long trips due to XYZ 
cushions, eye comfort with no glare 
windshields. Then the salesman re- 
veals economy advantages, followed 
by safety advantages and so on. 
The salesman never skips at ran- 
dom from one benefit group to an- 
other but follows a course of grad- 
ual transition in logical order. And 
so it is with all products or serv- 
ices—they all have many categories 
of benefit groups—e.g. seasonal, 
health, beauty, increased efficiency, 
fire-proofing, safety, monetary sav- 
ings, labor savings or material 
savings. 

To round out your sales talk— 
and more important to make it 
convincing—you must supply the 
necessary proof material or logical 
reasoning as to why the owner defi- 
nitely can enjoy the benefits stated 
by the salesman. They, too, make 
it a rule to refer to other customers 
who have bought your product or 
subscribe to your service. This is 
user endorsement and further aug- 
ments your story. I have no desire 
at this time to set forth all the nec- 
essary selling tools—rather I have 
just given enough so that you and 
I are thinking alike—thinking sell- 
ing. 

Summing it up, you tell the pros- 
pect what your product will do for 
him—then substantiate your claims 
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with sound logic and sagacious rea- 
soning. Followed by the names of 
users — preferably individuals or 
accounts whom the prospect knows. 


ASKING TEST QUESTIONS 


NOW, we get into the meat of 
this article—when the salesman 
closes a category of benefits—and 
before he presents a second group 
—he asks a test question of his 
prospect to learn where the buyer’s 
interest lies. For example, if you 
were selling insulation in the win- 
ter time, you might say to your 
prospect, “This highly efficient in- 
sulation forms a protective barrier 
which will prevent your paid-for 
heat from leaking through the walls 
and ceilings to the cold out of doors. 
This means substantial savings in 
your fuel bill.” 

Now at this point you must ask 
a question to see if fuel savings 
are important to the prospect. A 
question such as, “These savings 
will, in a few short years, pay for 
the installation—and from that 
time on it is money in your pocket 
—a continuing return on your in- 
vestment. Now, doesn’t that appeal 
to your sound business judgment, 
Mr. Prospect?” 

The answer to this question tells 
you at once whether the prospect 
is interested in this phase or group 
of benefits. In effect, his positive 
answer will spotlight this category 
of benefits—the caves for you to 
explore further! Or a negative re- 
sponse informs the salesman that 
he is in the wrong cave and best 
that he leave that benefit group for 
more appealing regions. 


FOCUS BUYER’S ATTENTION 


THE same technique is employed 
profitably in a jewelry store. When 
buying an item in such an estab- 
lishment, the clerk places the arti- 
cle on a large black velvet cloth— 
which is always handy. The pin or 
ring is carefully and gracefully 
placed on the center of the velvet 
cloth with respectful touch. This 
fastidious treatment on the part of 
the clerk suggests delicate beauty— 
then, too, the contrast of the jewel 
to black cloth enhances its appear- 
ance. But the important point is 
the usage of the cloth to hide the 
large display of sparkling but dis- 
tracting merchandise in the show- 
case below! This technique focuses 
the attention of the buyer on the 
individual article proposed, so that 
a complete selling job can be done. 
Once again we see the profitable 
employment of the spotlight tech- 
nique, 

It is not necessary that test 








questions be bare or blunt, for they 
serve a triple purpose. First, you 
can always perk up the question by 
adding another benefit or two. Sec- 
ondly, there are many split-decision 
questions so worded that the an- 
swer must be in the affirmative, so 
that your prospect is developing an 
agreeable and affirmative attitude. 
A psychological must! Thirdly, as 
it has to do with the subject Spot- 
light Selling, you automatically dis- 
cover the prospect’s likes and dis- 
likes. 

Let us take a few more questions. 
One of the categories of benefits 
listed above was increased ef- 
ficiency. In closing your sales 
presentation for this group of 
benefits you might ask the ques- 
tion, “This increased efficiency in 
your department, Mr. Buyer, makes 
your position more valuable in the 


Buyer. Isn’t that interesting?” 
Suppose the buyer responds with, 
“No, I’m not interested in reserves 
because the government takes it 
in taxes anyway.” How nice of 
the fellow for he played right into 
your hand! Yes, a very nice fel- 
low indeed—for he turned the spot- 
light out on that particular group 
of benefits. Take the hint but fast, 
and don’t stumble around in a pitch 
black cave. Get out in a hurry! 
And dwell in those caves where 
there is light—for that is where 
the buyer’s interest lies. 

As the blind man taps the pave- 
ment for a secure footing—and as 
the skater tests the ice for thick- 
ness—so can you, as a salesman 
test your progress and more im- 
portant your direction by asking 
questions of your buyer. Unknow- 
ingly, he will light the caves in 
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SUPPLEMENT your spotlight selling technique with spotlight displays. These should feature one 
item, lighted to attract attention, and with related items grouped around it. 


eyes of your superior—Isn’t that 
what you want, Mr. Jones?” If he 
answers—and by all means give 
him ample chance to answer, “Yes, 
that sounds good to me.” Then the 
prospect has spotlighted a cave that 
is appealing to him. 

Make a mental note of his agree- 
ment and then in your recapitula- 
tion hit everyone of the lighted 
caves thoroughly. 


LEAVE UNINTERESTING AREAS 


ANOTHER question might be, 
“This bonafide saving will build up 
your rainy day reserve? Mr. 
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which he is interested, thereby 
making the selling job easier for 
you. Just dwell in the lighted areas 
—skillfully avoiding the curbing, 
as does the blind man—-and the 
thin ice as does the skater. In 
doing this, you will save many 
valuable selling hours, thus increas- 
ing your income and making you 
truly an outstanding salesman—a 
real leader in your field. 


Analyze your sales presentation 
and make it conform to Spotlight 
Selling. Do this and you are well 
on your way to success. 
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Let’s take the slump out of January—by launching 
an all-out campaign to make every employee more 
courtesy conscious from the president of the whole 
she-bang right down to the lowest-salaried office boy. 

At a time when everyone is waterlogged with Christ- 
mas bills and taxes—when tempers are frayed and 
sales resistance harder than ever to crack—it’s that 
extra consideration that pays off .. . extra considera- 
tion for each other and for everyone who walks in, 
whether they’re buying or “just looking.” 





Big Boost for Morale: People get tired and bored doing 
the same old thing day in and day out—feel helplessly 
trapped and dispirited in jobs that never offer new chal- 
lenges or variation. Result: The Clock Watcher, the 
Robot who never thinks for himself, the sales clerk who 
doesn’t care whether or not he makes a sale, and Lazy 
Daisy with nothing on her mind but tonight’s date. Not 
a very good line-up on anybody’s staff, is it? 

Whenever possible, try shifting your employees around 
on various jobs, even if it’s only for short periods of four 
or five months. New, unfamiliar responsibilities sharpen 
sleeping minds—waken new interest on the job—counter- 
act the monotony of dull, routine tasks. Moreover, you 
may discover that unnoticed little clerical work has an 
unsuspected flair for display or find that bored accountant 
has the makings of a super salesman. 





Behind the Times: Any traces of 1946 still lingering 
on in your office? .. . Old calendars, Christmas posters 
and any other holiday display materials? Now’s the 
time to make a clean sweep—and how about taking a 
gander at your outdoor signs? Peeling paint, faded 
lettering and mud-spattered boards defeat your pur- 
poses — should be renewed before they become irri- 
tating eyesores to the public. 





Never Underestimate the Power of a Strong Headline: 
Exhaustive tests on millions of dollars worth of advertis- 
ing of all kinds have uncovered this hard-to-believe but 
true fact. In not one but many instances, a headline 
change alone, has been known to increase the pulling 
power of a given ad as much as 2000 and 3000%! 





Publicity-Tip-of-the-Month: When releasing any 
story to your local newspapers, always accompany it 
with photographs if possible. In instances where your 
editor can’t run your story, he may still be able to 
spare enough space for a good picture. 

Only glossy prints should be submitted. Close-ups 
are preferable to distance shots, and the fewer people 
you show the better chance your picture has of run- 
ning. To be on the safe side, always limit the number 
to four or less. 





Lucrative Sideline: Don’t overlook mirrors as a big 
profit possibility. You can sell a lot of them by showing 





By Norm Advertising, Inc. 
New York, N. Y. 
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customers how they give an illusion of greater space in 
cramped quarters ... by pointing out the many smart 
ways they can be used in interior decorating. 

Mirrors move fast when you display them properly, 
For example, you might hang one over a sample mantel- 
piece and set it off with decorative greens and candles, 
Or you might display one as a background for a handsome 
bowl of flowers. In that way you help the customer to 
envision your product in her own home, to identify it with 
herself. 





“How much?” Because prices are still so inflated 
in all lines, the public has come to distrust all charges 

. an attitude you have to combat even though your 
own prices are in line and have been, right along. 

With increased production, pre-war buying habits 
are returning—and close to the top of the list, good old 
comparison shopping. Your best antidote for this is to 
make your customers’ comparisons for them by con- 
trasting what you have to offer with the merchandise 
outside competition has to offer for a given price. 

For example, a few people realize the down payment 
on a new home costs no more than a new medium- 
priced car ... that the amount of money they fritter 
away on amusements in a year can be used to make 
their present homes more convenient and more fun to 
live in. These are points that should be featured in 
your regular advertising copy with specific figures to 
back them up as a clincher. 





“What’s-In-It-For-Me?” Before you sign up for coopera- 
tive advertising where you pay part of the cost and the 
manufacturer pays the rest, ask yourself these questions: 
(1) “Are the mats offered at all ‘personalized?’” (2) “Do 
they sell my customers on me and my yard?” (3) “Or do 
they din the manufacturer’s name into the reader and 
leave just two bits’ worth of space for my name at the 
bottom?” 

Cooperative ads that sell you, your services and your 
organization are well worth your money. Manufacturers’ 
mats that sell only the manufacturer’s brand name are 
not worth your money at any price. 





Make-It-A-Point-in-January—not to miss a single 
advertising insertion date. Then your February adver- 
tising will pull harder ... for it’s the cumulative 
effect of advertising that pays off in greater reader- 
impact, higher returns. 





One to Paste in Your Hat: You wouldn’t think of build: 
ing without a blueprint. Nor would you expect your home 
to materialize over night (prefab jobs excepted). By the 
same token, the shrewd dealer wouldn’t think of whipping 
together his advertising without a carefully conceived plan 
behind it; nor does he expect over night results from any 
given insertion. 

The best advertising results come from a unified cam- 
paign ... one with a central idea—expressed in ads with 
some uniformity as to copy and appearance—run at uni- 
form intervals. 
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TEN BILLION DOLLARS IN NEW CONSTRUCTION was started in the U. S. during 1946, according to 
Department of Commerce report. That is more than twice the figure for 1945. 

PRIVATE RESIDENTIAL CONSTRUCTION, omitting farm houses, was four times the 1945 total. The 1946 
figure was three billion dollars. However, such comparisons are not too useful. They're set up in dollars. 

MONEY MEASUREMENTS DON’T TELL EVERYTHING, since costs varied so much during those two 
years. The real story is the cubic footage of construction space actually produced. 

GOOD SHOWING MADE BY THE INDUSTRY is reassuring under the difficulties it faced—reconversion, 
Federal war controls, black markets, major strikes and political changes. 
BUSINESS SEERS ARE CAUTIOUS in prophesying about the opening year. 


HUGE BACKLOG OF CONSTRUCTION DEMAND— industrial, commercial and residential—piled up in 
the market is the big immediate factor. 
RESIDENTIAL CONSTRUCTION WILL RISE BY 40 PERCENT during the first half of 1947, says one Wash- 


ington analyst. The demand is there. Most materials are in better supply. Skilled labor seems to be increas- 
ing in quantity and production know-how. 


BUILDING COSTS LIKELY TO EDGE UP because of the huge demand, at least for several months. This 


will be a general average, not a straight-across-the-board increase. Lumber, for example, is well below 
the old black market level and lumber production is good enough to hold prices in line. 


WATCH FOR A TURNOVER IN CONSTRUCTION VOLUME and in prices later in the year. 


WAGES ARE LIKELY TO CREEP UP even after prices turn down. As of now, the probable shakeout 
appears not to be serious and the general level may stay rather close to the 1946 figures. 

WE'RE SHUCKING OFF GOVERNMENT CONTROLS over business. A few are left, but they will go 
before long. 

OLD GOVERNMENT REGULATIONS ARE BACK in new forms, says business analysts. Something like 
this: during the war you had to know all the bright thoughts put out by the alphabetical agencies. Now 
you've got to know all the bright thoughts put out by the professional economists. Better not shrug this 
off as crackpot stuff without legal sanction. That attitude can cause business some painful experiences. 

CIO-SPONSORED NATHAN REPORT is case in point. You may jump to the conclusion that it’s double 
talk. That would be unfortunate. You're going to be forced to deal with affairs of this kind in negotiating 
with labor and in facing Congressional committees. 

THIS REPORT IS IMPORTANT because it represents a new kind of technique in the field of negotia- 
tion. Business can be right in these combats and yet get mauled unless it knows how to roll with the eco- 
nomic punch. It's not only what the Nathans say that’s important, but the general welter of background 
stuff from which they draw their reports. 

IF ONLY INTERNAL PROBLEMS bothered the industry, it wouldn't have much to fear. That enormous 


need for buildings, product of years of reduced expansion and replacement would make equally enormous 
markets. 


MARKETS DEPEND UPON CUSTOMERS who earn the necessary folding money in other fields. 


BETTER WATCH PRICES the next few weeks and months. This goes for not only our field but adjoin- 
ing areas. For example: farm prices since 1939 have risen about three times as much as other prices in 
general. Farm prices are due to slide back. If they slide seriously, they'll make a bad dent in all markets. 

FARM INCOME SUBSIDIES are up to Congress on the basis of national economics. What Congress 
does there will have an impact upon national construction markets. 

RECIPROCAL TRADE POLICIES is something else again that Congress must act on. Plenty of people 
who want their own domestic markets protected are asking that the reciprocal tariff arrangements be 


ended. It's likely that Congress will end or at least reduce the reciprocal policy. If so, it'll be fairly diffi- 
cult to sell our prospective food and industrial surpluses abroad. 
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When a Couple of Inches Mean a Lot... 


yo need doors and plywood. Our ability to meet your needs 


largely hangs on a couple of inches in the width of the doors 


and plywood you specify. 


The production of stock sizes means multiplied production — 
more doors and plywood for more customers. On the other hand, 
odd-size doors and plywood mean manpower wasted — production 


slowed — orders unfilled. 


So plan for stock sizes only and we'll plan to meet your needs. 


, 

Roddiscratt 
CAMBRIDGE 39, MASS..........-- 229 Vassar Street 
CHCAGS 6, VW... cc ccucsees 1440 W. Cermak Road 
CINCINNAT? 2, OMIO....ceceee. 457 E. Sixth Street 
I, TENG 610-05 eweresiclbnk 2615 Latimer Street 
DETROIT, GGMy ccccecoens 11855 E. Jefferson Ave. 
KANSAS CITY 8, MO......... 2729 Southwest Blvd. 


WAREHOUSES: 





LOUISVILLE 10, KENTUCKY...1201-5 S. 15th Street 


LONG ISLAND CITY, N. Y..Review & Greenpoint Ave. 
RENEE 6 se dace ce sececons 
MILWAUKEE 8, WIS.......... 
NEW YORK CITY 18, N. Y...... 
SAN ANTONIO, TEXAS........ 


DEALERS IN ALL PRINCIPAL CITIES 
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 -Rodiseratt 


Roddis Lumber & Veneer Co. 


MARSHFIELD, WISCONSIN 
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Plan for Roddiscraft 


doors and plywood 
in stock sizes — 


Roddiscraft warehouses, located at strategic points 
throughout the country, have been set up to save 
you time and serve you better — by making stock 
size doors and plywood available when and where 
you want them. Roddiscraft warehouse service is 
based on production and stocking of doors and 
plywood in stock sizes. Only by limiting ourselves 
to stock sizes can we give you the additional 
value of “on hand” service at convenient locations. 
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So It Goes! 


N IOWA lumber dealer told 

the Clinic a few days ago 
that he would ask for nothing bet- 
ter than his 1946 results if he was 
sure of equalling them from now 
on, 

“I’d sign up in a second if any- 
one could assure me of anything 
like that,” he said with an air of 
finality. 

Yet, strange to say, it was one of 
the complaining-est years in the 
history of the retail lumber in- 
dustry according to suppliers, one 
of whom states that for the first 
time in its long career, his company 
is 100 percent so far as customers 
are concerned. ... “Not a single 
one in the entire country is satis- 
fied—they all wanted more than 
we were able to give them.” 

Nevertheless, it was a year such 
as few lumber dealers ever ex- 
pected to see. 


* * * 


More goods are on the way in 
many lines ... and more compe- 
tition is marching along beside 
them. 


* * * 


Chickens Come Home to Roost 


Ts IS A short story with a 
long moral that illustrates how 
difficult it is to forget inconsider- 
ate treatment. It was told by a 
well-known lumber dealer who at 
one time managed a branch yard 
for a cantankerous individual who 
discovered, on one of his visits, 
that the manager’s young son was 
playing in the yard. Promptly the 
lad was ordered off the premises 
and told to stay off. 

Several years later, after the 
manager had acquired a yard of his 
own and his son had learned enough 
about the business to take charge 
in the pinches, the _ ill-tempered 
line yard owner, then in poor 
health, found himself in need of 
help so badly that he would have to 
close one of his best yards tempo- 
rarily if he couldn’t get someone to 
take charge. By letter and tele- 
phone he pleaded with his former 
employee to permit his son to take 
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over. Having long since forgotten 
the boyhood incident, he finally ap- 
proved. 

“If I wasn’t good enough to play 
in one of his yards, I’m not good 
enough to run it for him now,” 
said the irate son, as he slammed 
the door and went back to his work 
in the warehouse. 


* ok * 


Taste of Things to Come 
etARS ROEBUCK jumped the 
gun on competition in the 
mail-order field with 7,000,000, 
269-page, mid-winter catalogs re- 
ducing prices on radios, electric ap- 
pliances, hardware, notions, wo- 
men’s shoes, and many other items. 
Department stores in most cities 
blazed forth with countless pages 
of one-half price advertisements as 
soon as the biggest Christmas rush 
in history was over. It has been 
nearly five years since price cuts 
were so drastic on as many items. 
Meaning what? (Speaking from 
the standpoint of lumber dealers.) 
Answer: Watch lines carefully to 
see what items already are affected. 
Go slow on building up a big inven- 
tory on materials still in the price 
stratosphere. 
* * * 


Brutal bludgeoning is never as 
satisfactory as intelligent reason- 
ing in settling disputes. 


* x * 


However, Few Sales Are Automatic 
HE AUTOMATIC controls’ in- 
dustry enters 1947 with nearly 

one year’s orders on its books but 

expects to have to do some intensi- 
fied selling by the end of the year. 

H. W. Sweatt, president, Minneap- 

olis-Honeywell Regulator company, 

one of the largest and best known 
concerns in the business, stated 
recently that his company was ex- 
panding its engineering sales force 
to meet expected competition with- 
in the industry. In 1947, 30 percent 
of the new homes will have auto- 

matic heat as compared with 10 

percent before the war. You’ve 

probably seen Minneapolis-Honey- 
well’s ads in nearly every magazine 
you’ve picked up. 
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The Unforgivable Sin 


E WERE TALKING about 

wartime conditions with a 
chance acquaintance in the club 
car. “No I can’t remember what 
concerns were out of what,” he 
said. “Being out was a condition 
that was so universal that I sort 
of expected it. Most certainly I 
didn’t blame any retailer for not 
being able to serve me as usual. 
What I do remember, however, and 
what I’ll never forget, is the way 
they behaved under the circum- 
stances. Some capitalized on the 
situation and kept me coming back 
for whatever they could furnish, 
while others made me so mad I'l 
never darken their doors again. 
To be out of courtesy——the one 
thing that was as plentiful as ever 
—was the unforgivable sin, so far 
as I am concerned.” 


* a * 


Nothing makes the average per- 
son see red quicker and longer 
than to be treated discourteously. 


* * * 


Convention Days or Daze 


HETHER YOU come home 

with a head full of ideas or 
aches will depend on what you are 
looking for. Both will be plentiful 
but are seldom accumulated suc- 
cessfully at the same time. 


* * * 


No ad, however poor, was ever 
printed that wasn’t read by some- 
one. 

ok * * 


Gold Mine of Ideas 

NEVER WERE the advertising 

pages more interesting. In a 
recent issue of AMERICAN LUMBER- 
MAN & BUILDING PRopuUcTs MER- 
CHANDISER, the Clinic encountered 
twenty-one products, not ordinar- 
ily found in the majority of lum- 
ber yards, illustrated and described 
in the advertising section. Most of 
them were comparatively new. 
Practically none have been aggres- 
sively merchandised. Nearly all fit 
into lumber yards better than other 
retail establishments but many will 
find their way into other stores 
where there is the necessary me’- 
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, ; ; permits washing all glass from in- 
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chandising push to move them. Not 
to be entirely familiar with what is 
being advertised is a good deal like 
ignoring highway signs in seeking 
a destination. Today’s ads point 
the way to what will be happening 
tomorrow. 
* * * 


Threats, intimidations or abuse 
do not increase production or 
cause suppliers to do something 
they cannot, or will not, do vol- 
untarily. 

* x * 


"Reduced from $4,950 to $2,500!" 


HE CLINIC will never know 
from experience, and conse- 
quently it is all the more curious to 
learn, how the affluent husband feels 
when he read that the $4,950 fur 
coat he bought for his wife could 
have been purchased for $2,500 if 
he had waited until the day after 
christmas. Seems as though a 
$2,450 drop might be a bit of a 
jolt. But, as we said before, it’s 
one of the things we won’t have to 
worry about. 
K * * 
Advertising seldom pays unless 
customers say the same things 
voluntarily about your products 
or services. 
* * * 


Sellers’ Market 


NEBRASKA lumber dealer 
told the Clinic recently that 
his banker charges non-customers 
for making change. “We don’t want 
’em bothering us,” he explained to 
the dealer as a disgruntled individ- 
ual departed with $19.50 in change 
which he had received for a per- 
fectly good $20 bill. 


* * * 


It isn’t one’s position that makes 
him happy. It is his disposition. 


* * * 


What a Market! 


HILE ON a trip, not long 

ago, through a rich farming 
district in the Middle West, the 
Clinic was amazed at the affluence 
of the farmers. 

In one county seat town where 
deposits had never reached a mil- 
lion dollars in either of the two 
banks in so-called normal times, the 
sum total on deposit at the present 
time is $3,600,000. 

“Farmers are in here every day 
looking for something to buy,” said 
the lumber dealer who is doing 
everything he can think of to keep 
them coming back as against the 
time when he will be able to supply 
their needs. In the meantime he, 
like the dealer above, has chalked 
up one of his biggest years. 
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These Fabulous Times 


HE POPULATION of this 

wind-swept town in North Da- 
kota is less than 500. Few tourists 
would give the village a passing 
glance if located on a United States 
highway . . . which it isn’t. Never- 
theless, the lumber dealer’s total 
sales for 1946 amounted to $91,000, 
and at the close of the year he did 
not have a single outstanding ac- 
count in his ledger nor a note for 
any amount unpaid. The Clinic saw 
the figures. Bins and warehouses 
were practically empty when the in- 
ventory was taken. Materials had 
been sold for cash, or equivalent, 
as soon as they were received. No 
discounts. No quibbling about price. 
“We really could have done quite a 
business if we had been able to get 
anything to sell,” said the dealer 
with a grin, as he put the balance 
sheet back into his pocket. 


* * * 


Time is said to be a great healer 
except when applied to injured 
customers. 


* * * 


Trend of the Times 


667. AP” HANLY, St. Louis lum- 

berman, isn’t so sure but 
what the extension of credit is fast 
becoming too lax. 

“We have a young neighbor boy 
of whom we are quite fond,” he 
writes. “He served in France and 
Belgium, remained as a civilian em- 
ployee for some months, married a 
sweet little Belgian girl, then came 
home to start from scratch. He took 
a selling job in northern Illinois. 
He could find no place to live. He 
had no car. They are expecting the 
stork. So he bought one of those 
$10,000 makeshifts for a house, 
bought a used car at top ceiling, and 
his little wife came down to talk 
things over with us. 

“‘We buy a car,’ she said in 
grave wonderment. ‘We buy a 
house; we buy furniture; and we 
have a baby. But we have no 
money! I don’t understand.’ 

“Unfortunately, there will be far 
too many of them who will under- 
stand some day,” concludes “Cap” 
as he signs off. 

* * * 


A temporary price gain could 
easily become a long-term loss. 
* * * 


Why Wyatt Lost Out 


[NCLUDED in the day’s mail is a 

typewritten slip on which is 
given the reason (according to the 
sender) for the failure of the hous- 
ing program. It states the case 
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thus: “Wyatt prevaricated house. 
Its front porch is a discarded Den. 
ocratic platform; it has CPA ej. 
ings and agricultural floors; inter. 
agency screening covered with legal 
loopholes used for windows; an 
the plumbing comes from old White 
House pipelines. It’s fenced in by 
union pickets and decorated with 
political hedging.” 














* *% *% 





Art Benson, sawmill man in the 
Pacific Northwest, insists that 
“life is an everlasting struggle to 
keep money coming in and hair 
from coming out.” Today the for. 
mer seems easier than the latter, 








* * * 


We Wouldn't Know! 


N ONE AFTERNOON I was of. 
fered the same block of stock 
(2x4—8’—_No. 2 & Btr. Green Fir) 
at five different prices by five dif. 
ferent concerns,” says a well-known 
lumber dealer. “Here they are 
(f.o.b. mill) —$60, $65, $70, $75. 
Which comes the nearest to being 
right?” 














* * * 






A pleasant word was never as 
powerful as today. 






* * * 





The Farm Scene Changes 


AMINATED ARCHES ar 
changing the whole farm 
building picture. Stronger, more 
economical, easier to erect. They 
substitute engineered construction 
for the kind that resulted in sag- 
ging roofs and leaning buildings 
... expensive eyesores on countless 
farms. More important still, they 
make it possible for a single skilled 
workman in charge of an ordinary 
crew to do a better job than was 
possible in the days when none but 
expert carpenters were required to 
do all the cutting and fitting on the 
building site. Watch your laminated 
P’s and Q’s. 


* * * 

























Predictions for '47 


NE MILLION NEW housing 
units. This is more than was 
ever built in any previous yeal, 
even when building materials and 
labor were readily available. If we 
do that well, we’ll really begin to 
make a dent in the housing short- 
age. But again, its will have to be 
actual performance and not merely 
talk, Big problem in ’47 will come 
from scarcity of skilled workers 
. regardless of statistics and 
propaganda to the contrary. 
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by ordering ahead! 














with EXT 


Get in on 
first deliveries 















DeWalt proudly presents this en- 
tirely new Model GE 7% H.P. power 
saw—especially powered for use in 
the yard. Deliveries are already be- 
ing made and production steadily 
increasing to take care of new 
orders. 


This new DeWalt is heavier — 
streamlined — sturdily built for 
continuoussatis- 
factory perform- 
ance. It is more 
flexible than 
ever before! 


Free on Request 








The new DEWALT all-purpose saw 
RA POWER! 




















Featuring advanced postwar con- 
struction is the new DeWalt direct 
drive motor which includes Fiber- 
glas insulation — grease-sealed-for- 
life motor bearings—and a new cast 
aluminum motor case. 


This DeWalt is so far advanced 
that the best way to learn about it 
is to get our latest catalog, and ar- 
range to have dealers give you any 
additional information you want. 
Write for catalog — and for the 
DeWalt IDEA BOOK “New Ways to 
Make Money.” 


De WALT prooucts corporation 


151A Fountain Avenue . 


Lancaster, Penna. 
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New Residence Ventilator 


A new item is an attic or under- 
roof space ventilator designed for 
hip or four-sided roofs. This is a 
companion to the company’s line of 
wall louvers. All steel, welded and 
shaped with a graceful curve, it is 
adaptable to any roof pitch. Lower 

















part of the ventilator opening is 
equipped with a baffle to exclude 
weather and the 36 square inch 
free area is covered by insect 
screen. Integral flashing permits 
weather tight installation. For fur- 
ther information write the Swart- 
wout company, Dept. AL&BPM, 
Cleveland, Ohio. 


Nor-Craft White Cedar Products 


A new circular is being put out 
by the manufacturer of Nor-Craft 
products. New items featured in 
the pamphlet are paintable pickets 
in staggered or even lengths and a 
paintable picket gate. Other items 
illustrated and described are round 
picket fencing, split picket fencing, 
picket gates, rustic benches and 
chairs, coffee tables and picnic 
tables. For a copy of this pamphlet 
write the MacGillis & Gibbs com- 
pany, Dept. AL&BPM, 324 E. Wis- 
consin avenue, Milwaukee 2, Wis. 


Management Control Book 


How to get maximum production 
from existing plant facilities is the 
theme of Dynamic Management 
Control with Sched-U-Graph, a 32- 
page booklet just published. It de- 
scribes the practical chart-board 
application of time-control prin- 
ciples. This device combines es- 


sential record data with graphic 
interpretation. The booklet shows 
the application of the system in 
loading and scheduling of ma- 
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chines, men or work centers; part 
orders and operations; scheduling 
of production of sub-assemblies; 
inventory control of parts for line 
assembly scheduling continuous 
production by operations; sched- 
uling actual against required pro- 
duction’; and sales progress against 
sales and profit contribution 
quotas. Copies may be obtained by 
writing Systems and Methods Re- 
search department, Systems Divi- 
sion, Dept. AL&BPM, Remington 
Rand Inc., 315 Fourth avenue, 
New York 10, N. Y. 


Liquid Brush Cleaner 


A new non-inflammable liquid 
brush cleaner that is said to clean 
any paint brush in two easy steps 
is now being marketed. Hard paint 
brushes or freshly used ones are 


soaked in the cleaner a few hours 
or overnight, then rinsed in run- 


ning water. No special solvents or 
soap and water cleaning are re- 
quired. Bristles are cleaned thor- 
oughly right to the heel. The prod- 
uct is said to be harmless to hands 
and bristles, including nylon and 
synthetic. Ready to use, it may be 
used over and over. Packaging is 
in pints, quarts, gallons and five- 
gallon containers. For further in- 
formation write the Savogran com- 
pany, Boston, Mass. 





Carbide Tipped Drills 

For drilling non-metallic mate- 
rials, a new line of Red Streak 
carbide tipped masonry drills is 
being announced. Constructed with 
carbide tips, the drills are obtain- 
able in off-set and straight shank 
designs in drill diameters of .198 





to 1.535. Adaptable for any ro- 
tary powered or hand drill, the 
drills are specifically designed to 
drill concrete, brick, tile, slate and 
all other non-metallic materials, in 
addition to eliminating premature 
drill wear, excessive drilling time 
and noisy percussion hammering. 
For further information write Vas- 
coloy-Ramet corporation, Dept. 
AL&BPM, North Chicago, IIl. 


Uncle Neas Calendar 


Moore Dry Kiln company is send- 
ing to all those who would like one 
a 1947 calendar featuring the old 
Negro character Uncle Neas. Under 
the calendar pad is the story of the 
trials and tribulations of the old 
man. One of these calendars may 
be obtained by writing Moore Dry 
Kiln company, Dept. AL&BPM, 
P.O. Box 4248, Jacksonville 1, Fla. 


Laminated Lumber Standards 

A folio dealing with the recom- 
mended minimum standards for de- 
sign and fabrication of glued lami- 
nated structural lumber has been 
published by the West Coast Lum- 
bermen’s association. Dealt with in 
Part I of the booklet are the spe- 
cial factors to be considered in de- 
signing laminated structural mem- 
bers, as well as the grades of lumber 
demanded, and appropriate working 
stresses. Part II contains recom- 
mended specifications for the ma- 
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The Forward Looking 


DIXON 
INDUSTRIES 


Are Looking Forward 
in 1947 


TO SUPPLYING MORE 


QUALITY 
MATERIAL 


To Help Meet the 
Building Industry's Urgent 
Demands 


“ALWAYS AT WORK’ 


The 4 Big Plants of 
THE DIXON INDUSTRIES 


Grant Dixon, President 
Hal R. Dixon, Treas.-Manager 


SPOKANE 


Western Pine Manufacturing Co. 
Spokane, Washington 


Exchange Lumber & Mfg. Co. 
Spokane, Washington 


Lincoln Lumber Co. 
Lincoln, Washington 


Ellis Glazing Co. 
Henryetta, Oklahoma 


Western Pine Assn. @ National Door Mirs. Assn. 
Ponderosa Pine Woodwork @ National Wooden Box Assn. 
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BIG POWER SAW 


The new American Portable 
Electric Saw handles more 
Sua €=©6=COjobs... with greater speed... 

and greater ease! This means 
increased production for you 
—and Jower costs! 

The new American Saw is 
out-front with its modern de- 
sign... high-power perform- 
ance...and in-built Quality 
features! Easy handling with 
one hand—smooth starting 
without jerk or jar. Won't 
stall— power to spare with 
special G. E. motor which de- 
velops 1 % H.P. Blade speed, 
6500 RPM. Exclusive ele- 
vating mechanism for accu- 
rate depth-of-cut adjustment. 
Telescoping guard. 8” blade 
for 2%" straight cut. Will cut 
a 2” plank at 45°. Precision- 
built... dependable. Write for 
more details. The American 
Floor Surfacing MachineCo., 

521 So. St. Clair Street, 

Toledo 3, Ohio. 


SEE US IN CHICAGO 
AT THE HOME BUILDERS SHOW 







IN SANDERS...EDGERS...POLISHERS 







































































HONEYCUTT SASH CORD SADDLES 


Points to Remember: 


No metal to rust 

No oiling needed 
Nothing to cut cords 
Cannot jam or jump 
Reduces strain on cord 
Simple to install 

Reduce weight cost 
Smooth easy operation 
Wet cords cannot bind 
Better for weatherstripping 
Uses 50% less weights 
A. I. A. File Number 27A 


Free Samples Mailed upon Request 


Honeycutt Manufacturing Ccmpany Inc., 2715-17 Oak St., Kansas City 8, Mo 























V. S A, tae. We, 1.2NIN" 


Canada Pat. No. 854,464 









































Good Logs Are Foundation 
of Quality of A-Y Lumber 


A-Y starts with quality in the log and maintains it through- 
out all manufacturing operations right to the finished prod- 
uct. Known for quality everywhere, demand for A-Y yard 
stock, factory lumber, mouldings and industrial items is 
such that, while our production is fairly good, we're still 
unable to keep up with the orders being offered us. Ac- 
cordingly, we continue to solicit the indulgence of all cus- 
tomers, pending improvement in our supply situation. 


Member Ponderosa Pine Woodwork 


Alexander- Yawkey Lumber Co. 


ate aeare bh ; Western | Assoc Prineville, Oregon 














terials and their preparation for 
use. Proper stress transferring 
joints are covered, as are specifica- 
tions for workmanship. Requests 
may be addressed to West Coast 
Lumbermen’s association, 1410 §S. 
W. Morrison street, Portland 5, 
Ore. 








When writing for new literature 
or further details about products 
described here, please mention 
AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MER. 
CHANDISER as the source of 
your information. 


















Electric Sprayers 


Included in the Lowell line of elec- 
tric sprayers are the paint sprayer, 
the sprayer and duster, the moth 
sprayer and the electric dairy 
sprayer. All the units are light in 





weight, and all are powered by a 
110-120 volt AC-DC universal elec- 
tric motor, with a built-in compres- 
sor which develops 22 pounds of 
The dairy sprayer is 


free air. 
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equipped with a full three quart ca- 
pacity metal tank and the other 
three have a 24 ounce capacity jar 
attached to the nickel-plated spray 
head. The paint sprayer has an 
adjustable nozzle to vary the spray 
and a strap is attached to the mo- 
tor making it possible to carry it 
over the shoulder. A hypodermic 
needle is provided with the moth- 
spray which can be inserted in fur- 
niture to do a thorough job. For 
further information write Lowell 
Manufacturing company, Dept. AL- 
&BPM, 589 E. Illinois street, Chi- 
cago, Ill. 


Portable Power Saws 


Four models of Bearcat portable 
power saws are now in production. 
Two basic sizes are offered, each 
supplied in either tilting top or 
fixed-top models. Two of the mod- 
els rip or cut-off stock up to nine 
inches thick with saw diameter up 
to 24 inches. These two models re- 
quire five to 20 HP motors or en- 
gines. Fabricated steel table-tops 


are 48x54 inches. The two other 
models with either tilting-top or 
fixed-top rip or cut-off stock up to 
four inches thick and use motors 
or engines from 1% to eight HP. 
All four models offer welded-steel 
angle frame and top construction, 
with channel steel skids, combin- 
ing portability from job-to-job 
with maximum strength and rigid- 
ity. The swing cut-off mechanism 
operates by foot-pressure on a 
broad pedal which swings saw 
through 14 inches: horizontally. 
All models have sawdust chute and 
saw blade guard. Standard equip- 
ment includes ripping fence, ad- 
justable cut-off fence, sliding mitre 
cut-off gauge, arbor wrench and 
two saw blades. Details of ma- 








THESE HOUSE NUMBERS 



























AKELITILE SHE 
MAKE OF 


Stainless Steel or Bronze 


HOUSE NUMBERS 


Here’s a beautiful, ever-lasting 
“number that sells like hot cakes! 
Comes in either extra heavy 
bronze that’s highly polished and 
heavily lacquered, or in extra 
heavy stainless steel. FREE dis- 
play case with introductory order 
of complete assortment of 12 
numbers each. 





Actual size of number 334". Available 
in 2%4"' and 1%” sizes. Letters also 
available in all three sizes. Makes beau- 
tiful signs. 


RETAIL VALUE $20.33 


YOUR PRICE 10 16 
SHIPPED PREPAID ... NET 


SRS RSRHKAKKRAS § aes ee eR 





REFLECTING HOUSE NUMBERS 


These brilliant numbers sell on sight. Posi- 
tively won‘t rust or tarnish. Hand hammer- 
ed effect finish makes them illuminate from 
flashlight, auto and street lights. FREE 
display case with introductory order of com- 
plete assortment of 12-numbers each. 
Actual size of number 334” RETAIL VALUE $23.23 
Also available in 2%" size. 

Alphabet can be furnished. Makes raeay centile s 61 
attractive signs both night and day e NET 


MOUNTING BOARD 


These unique, attractive 
mounting boards furnished 
in solid walnut or other high 
quality wood. 





Prices furnished upon request. 


Macklanburg-Duncan Co., 


OKLAHOMA CITY,1 OKLA 





Please ship prepaid a complete as- 
sortment of the following house num- 


DISPLAY CASE : bers with FREE display case: 


with 
Introductory 
Order 


() Nu-ART Stainless Steel Numbers ($10.16 net) 
[) Nu-LUME Reflecting Numbers ($11.61 net) 


Name 





| 
IMPORTANT! The sale of 4 
these products is tricted 


Address 








to legitimate retail hard- 
ware, building material end = y City- 
lumber deolers. 
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( weRe's wuar \ 
FOLKS NEED 


to repair walls, floors, 
furniture, woodwork or 
plaster. This plastic 
repair material comes 
in powder torm...just 
mix with water and 
use. Will not shrink. 








STICKS AND STAYS pify 
1 














Sticks and stays put. 


a 


Your jobber Yes 


can give im- 
mediate deliv- 
ery or Durham’s: 
Rock-Hard Water Putty. 
Packed twelve 1-lb. cans 
or four 4-lb. cans to case. 
Also available in 25, 50 
and 100-lb. drums for 
large industrial] users, 


DURHAM 
COMPANY 
Des Moines 4 
lowa 







The PLASTIC Repair Material 
in POWDER Form 





EXTRUDED 


ALUMINUM 
MOULDINGS 


BUILDING MATERIAL 
DISTRIBUTORS WANTED 


ATTRACTIVE LIST PRICES, 
PLUS LIBERAL DISCOUNTS. 


TOP QUALITY LINE -- 
PACKED IN 120-ft. CARTONS AND 
504-ft. CASES. 





Inquiries invited from all territories 
—Write for FREE Catalog and 
Price List 


Standard Moulding 
Company, Inc. 


Manufacturers 


33 W. 42ND ST. — NEW YORK 18 
Telephone: Pennsylvania 6-0595 











Toxic-Water Repellent 
Preservatives 


Chlorinated Phenol Toxic Base. . 

Positive protection against Rot, Fungi, - 
Termites, Excess Moisture, etc. : 

Formulations to meet all official specifica- 


tions. 
A profitable retail item for Lumber Yards. 





Write for technical data, tests, samples, etc. 


CRE-0-TOX CHEMICAL CO. 


MEMPHIS, TENN. 


DONALD ~ 





WHAT’S NEW? 





chines are available on request for 
manufacturer’s bulletin XB-1 and 
B-1 from Paxson company, Dept. 
AL&BPM, Dowagiac, Mich. 


New Cord Line Hose 


Something new in the popular- 
priced hose field is announced. It 
is the Black Wing cord line water 
and air hose, featuring a body 
structure based on a new principle. 
Horizontally braided, an exclusive 
method of bonding cover, carcass 
and tube together, is said to give 
the new hose a rope-like flexibility 
and yet retain maximum rugged- 
ness. The water hose is built in 
34 inch to 2% inch sizes. The air 
hose is manufactured in two types 
—two-braid standard and three- 
braid heavy duty. Sizes range 
from % inch to 1% inch. For fur- 
ther information write Goodyear 
Tire & Rubber company, Dept. 
AL&BPM, Akron, Ohio. 


Re-Designed Sawmill 


All steel framing, thoroughly 
braced and welded, is a construc- 
tion feature of husk and carriage; 
also of the mud sill which is option- 
al. Strong, rigid and comparatively 
light, it is said to be resistant to 
corrosion and deterioration. There 
are anti-friction bearings through- 
out. The head blocks and set-out 
attachments are steel. The teeth of 
racks and pinions are cut to assure 
greater accuracy, easier operation 
and longer wear. Two ideal No. 1 
Knight Dogs are standard equip- 
ment. The bit which is adjustable 
from any position, can be dropped 
and will ‘be locked instantly by 





means of the weighted screw lever, 
Width of cut is pre-set by a plug 
in a calibrated quadrant. Pull 
lever to advance log to saw. The 
company also manufactures port. 
able mills, edgers, cut-off saws, 
knight dogs, sawdust conveyors, top 
saw rigs and log turners. For fur- 
ther information write the Kent 
Machine company, Dept. AL&BPM, 
117 Portage street, Cuyahoga Falls, 
Ohio. 


New Concrete Mixer 

An improved 344-S dandie and 
discharge concrete mixer has just 
been announced. End discharge 
feature leaves wheelbarrow spotting 
area unobstructed, eliminates turn- 
ing and backing with loaded wheel- 
barrow. Mixer can be approached 
from either side or from the end. 
Kwik-Mix and tilter trails fast, be- 
cause it rides on leaf springs. Air- 
cooled engine is said not to freeze 
up in the winter or heat up in sum- 
mer. High strength steel is used 
wherever extra strength is needed. 
Four mixing blades completely ce- 
ment coat every particle of the ag- 
gregates. Illustrated catalog de- 
scribing the Kwik-Mix 3%-S end 
discharge concrete mixer is avail- 
able by writing A. E. Kelbe, Sales 
Manager, Kwik-Mix company, Dept. 
AL&BPM, Port Washington, Wis. 


Motor Driven Head Grinder 


Because all adjustments are made 
from the front of the machine, the 
operator is enabled to make quick 
set-ups. The No. 102A direct mo- 
tor driven universal head grinder 
is so designed that it is said to 
grind accurately molder or profiler 
heads, with knives in head up to 
12% inches long. The operating 
speed of the arbor is 1725 RPM. 
Equipped with 34 HP single phase 

















































Your CUSTOMERS WILL BE ASKING 


“ ABouT CELADRI... 
just THE Guaranteed MASONRY WATERPROOFING 


arge Thousands of people in your trading area will be anrong the nearly 


ting six million who will be told about Celadri’s many special advantages 
urn- in a national advertising campaign that begins this month in lead- 
heel- ing home magazines. 
ched Celadri is a time-tested, job-proved product. Note these ten 
big sales appeals: (1) economical, (2) easily applied, (3) can be used 
end, inside or outside, (4) dries rapidly, (5) will not peel or rub off, 
, be- (6) odorless, (7) paints and waterproofs in one operation, (8) deco- 
Air- rative — available in snow white and six colors, (9) improves with 


age, (10) guaranteed. 


Ceze Celadri is available for immediate shipment. 





sum- Place your order now. Point-of-sale displays, 
used folders, and newspaper mats are offered. Write 
ded. for literature and further information. 


’ Ce- ° ; 
- MAA CORPORATION 


DEPT. B, 652 WILLIS AVENUE, WILLISTON PARK, N. Y. 
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From every part of the nation owners 
tell of the unfailing cutting accuracy of 
their Comet Saws. With Comets, accu- 
racy is a permanent virtue. They are 
built that way. Precision-manufactured 
Comets give long life, precision perform- 


ance. Order from your nearest Comet 
FOR ALUMINUM MOULDINGS ee ee 
. Immediate Delivery 
WRITE FOR COMPLETE INFORMATION 















CONSOLIDATED MACHINERY & SUPPLY CO., LTD. 
2029-33 Santa Fe Avenue, Los Angeles 21, California 











NATIONAL ALUMINUM CO. 
95 N. 17th St. 


COLUMBUS, OHIO 





Buitp1Inc Propucts MERCHANDISER, January 18, 1947 








motor. The motor is so mounted 
that it is said to make a complete 
circle, thus giving adjustment to 


any position desired. Also fur- 
nished with an attachment for 
grinding side head bits in the head. 
For further information write the 
Dependable Machine company, Dept. 
AL&BPM, High Point road, 
Greensboro, N. C. 


General Electric Booklet 
Predicting that “the same extra- 
ordinary change, which took place 
in American kitchens, bathrooms 
and basements under the stimulus 
of modern ideas and production, is 
about to take place in the laundry,” 
the General Electric company has 
issued a new 24-page, full color 
booklet encouraging the establish- 
ment in the home of a planned util- 
ity area in which all occasional ac- 
tivities such as laundering, sewing 
and hobbies, may be carried on. The 
booklet, entitled Does Your Home 












a paying investment. 


no obligation. 





If you are interested in kiln drying 
and wish to be placed on our mail- 
ing list, send us your name and 
name of the firm with which you 
are connected. 





Arkansas Veneer Plant Drys 
Package and Commercial Stock 
In Modern Moore Veneer Dryer 


“Our Moore Cross-Circulation Veneer Dryer suc- 
cessfully seasons both egg case and commercial 
‘veneer, from 1/12” to 1/4” thick.” writes F. R. 
McKnight of McKnight Veneers, Helena, Ark. 


This Moore Veneer Dryer seasons an average of 
90,000 board feet per week, according to records 
kept by the management, and has already proven 


Let the Moore Kiln-Engineer show how this mod- 
erm drying system will also prove a good invest- 
ment for your plant. Write today for information— 


MOORE DRY KILN COMPANY 


Largest Manufacturers of Dry Kilns and Veneer Dryers 


JACKSONVILLE 1, FLORIDA 
VANCOUVER, B. C. 
NORTH PORTLAND, ORE. 








MOORE J)RY KILNS 
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Have a Place for Living? gives ten 
illustrated examples of utility areas 
which serve, not only as laundries, 
but also as centers for other family 
activities. For a copy of the book- 
let send ten cents to General Elec. 
tric company, Dept. AL&BPM, 1285 
Boston avenue, Bridgeport 2, Conn. 
Three-Bladed Knife 

Distribution has just begun on a 
new model three bladed premium 
stock knife. The new model in- 
cludes three full mirrored finished, 
hardened and tempered chrome van- 


adium steel blades made with a great 
western spey blade, long clip blade 
and pen blade. It is made in a 
graceful four-inch serpentine pat- 
tern. For further information 
write the Robeson Cutlery com- 
pany, Dept. AL&BPM, Perry, N. Y. 


Floor Covering Catalog 

Four textured rugs are described 
in this catalog. Rippletone is a 
heavy, braided floor covering for 
contemporary and traditional style 
homes. Hearthtone is distinguished 
by an unusual nubble texture and is 
available in 12 shades. Sof-Tred is 
a textured rug equally suitable for 
installation in a hotel, shop or home. 
Tex-Tred is a modern braided floor 
covering appropriate for all types 
of use. The catalog gives the col- 
ors and dimensions of all of these 
rugs. For a copy of the catalog 
write Amsterdam Textiles, Dept. 
AL&BPM, Amsterdam, N. Y. 


Paint Display Book 

Modern Paint Store Designs is 
the title of a new sixteen-page 
booklet which has just been re- 
leased. Filled with practical sug- 
gestions and illustrations on store 
layouts, store fronts, shelving, 
island, wallpaper, brush and glass 
displays plus suggested color har- 
monies for store interiors, this 
booklet is recommended for dealers 
who are building or remodeling 
their showrooms. A copy may be 
obtained without cost by writing 
the O’Brien Varnish company, 
Dept. AL&BPM, South Bend 21, 
Ind. 
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Hand-to-Mouth Buying Still 
the Rule in Unsettled Market 


Hand-to-mouth buying seemed to be the order of the 
day. Reports indicated a wide spread between high 
and low prices, the highest in history except during 
black market days. There were reports of buyers 
offering as much as 100 percent over ceiling.. 

Whether prices would get so far out of bounds as 
to damage the industry was the question being raised 
in several quarters. Someone suggested that now 
was the time to apply the Golden Rule to the pricing 
system. Otherwise, there is a chance that our economy 
and the industry will suffer serious damage. 

Most West Coast lumber was stabilized at $15 to 
$25 per thousand over ceiling. Midwest dealers claimed 
this was too high since it makes resale prices on con- 
struction dimension lumber nearly double that of pre- 
war prices. 

PRICES STAYING UP 

Mills are not inclined to reduce their prices, but are 
building up their inventories. The mills that are ship- 
ping much lumber are said to be getting high prices 
for it. 

Although not many dealers were stocking up at 
these prices, Southern Pine boards and dimensions 
were bringing $75 to $80 at the mill. There are deal- 
ers who have contracts to fill who are buying lumber 
at even higher prices. 

Several manufacturers of Yellow Pine, reports in- 
dicated, are still holding to comparatively low prices 
—about $10 over recent ceilings; others are running 
$10 to $20 higher. 

Fir prices reported were: $10 above ceiling for 
common; $25 above ceiling for uppers. Still other 
reports ran from $10 to $30 over ceiling for common; 
ae over for boards and $20 to $50 over for C and 

etter. 

The Western Pine Association reported that it seems 
probable that shipments for the first quarter of 1947 
by Western Pine industry will approximate 1200 mil- 
lion feet or about 25 percent more than for the same 
1946 quarter. The 1946 shipments of 5,730,000,000 
feet are also greater than those of any peacetime 
year and are only about five percent under the annual 
average for 1941 to 1945 inclusive when shipments 
were greatly in excess of production due to the more 
than 900 million feet reduction in stocks during that 
period. 


Current Statistics on 
Output and Distribution 

Lumber shipments of the 398 mills reporting to the 
National Lumber Trade Barometer were 16.7 percent 
above production for the week ending Dec. 28, 1946. 
In the same week new orders of those mills were 1.7 
percent above production. Unfilled order files of the 
reporting mills amounted to 61 percent of stocks. For 
reporting softwood mills, unfilled orders are equiva- 
lent to 28 days’ production. For the year-to-date, ship- 
ments of reporting identical mills were 0.8 percent 
above production; orders were 0.4 percent below pro- 











Me 


Year of Transition and Opportunity 





In 1947 the building industry faces what 
may be the most important year in many a 
decade of its history. It will be a year of 
transition from a seller’s to a buyer’s mar- 
ket. It will be a year in which if we all plan 
and work intelligently as an industry, we 
may under the leadership of enlightened 
management and free from oppressive re- 
strictions, begin to serve our nation with 
the full measure of our abilities and facili- 
ities. To that end the Western Pine 
Association pledges all its productive en- 
ergies and whole-hearted cooperation. 


WESTERN PINE ASSOCIATION 


Yeon Building + Portland 4, Oregon 


IDAHO WHITE PINE e PONDEROSA PINE « SUGAR PINE 
— THESE ARE THE WESTERN PINES 


SOLD BY RETAIL LUMBER BEALCERS 











No. 102-A Direct Motor Driven 


Universal Head Grinder 


Operating speed of arbor 
1725 RPM. Equipped with 
34, HP Single Phase Motor. 
The Motor is so mounted 
that it will make a com- 
plete circle, thus giving ad- 
justment to any position 
desired. 


All adjustments are made 
from the front of the ma- 
chine, enabling the opera- 
tor to make quick set-ups. 
This machine is so de- 
signed that it will grind 
accurately molder or Pro- 
filer heads, with knives in 
head up to 1214” long. 


Also furnished with attach- 
ment for grinding Side 
Head Bits in the head. 


Dependable Machine Company 
P. 0. Box 1235, GREENSBORO, N, C. 
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The Dignity And Versatility of WOOD 


A beautiful wood door that doesn’t warp, open at 
joints, stick — paint doesn’t peel and no surface checks. 


Owner spent 45 cents to get this door WOODLIFE 
treated 10 years ago. The dealer made a profit and won 
a customer's everlasting confidence. 


Protection Products Mfg. Co. 


Mfrs 


of CHEMICAL PRESERVATIVES Since 192] 
Research Laboratory and Plant KALAMAZOO, MICH. 








Make a 
2-WAY PROFIT 


with 


WELDWOOD GLUE 


ELOWOO0. 
we 


vad sstice Resin 
as wartnenoot ‘civt 
“Watts See oe 79 
Inyour SHOP you profit by using Weldwood Glue, because... 




















a> f/i\ 


Joints are stronger than the wood itself —and stay that way. 
Moisture and heat never affect Weldwood joints. 


On your SHELF Weldwood sells fast, carries a good margin 
and builds good will for you. 


WELDWOOD’S ADVANTAGES ARE UNIQUE— 


@ It has tremendous strength @ Easy to spread with brush or stick 
@ Joints areshearproofand permanent @ Stain-Free 
@ Easy to mix... just add cold water @ Bacteria and rot-proof 


UNITED STATES PLYWOOD CORPORATION 
Industrial Adhesives Division, Dept. 193 
55 West 44th Street, New York 18, N. Y. 


80 





LUMBER MARKET 





duction. Compared to the average corresponding 
week of 1935-1939, production of reporting mills was 
5.2 percent above; shipments were 5.6 percent be- 
low; orders were 27.1 percent below. Compared to 
the corresponding week in 1945, production of report- 
ing mills was 11.1 percent above; shipments were 23.9 
percent above and new orders were 1.3 percent above, 


Southern Pine 

Production of Southern Pine by the 110 mills report- 
ing to the Southern Pine Association for the week end- 
ing Dec. 28, 1946 amounted to 10,296,000. This was 
43.63 percent below the three-year average for the 
same mills. Shipments for the week of Dec. 28 
amounted to 10,004,000 feet or 2.84 percent below pro- 
duction. Orders placed during the week amounted to 
9,229,000 feet or 10.36 percent below production. 


Western Pine 

Eighty-four mills reporting to the Western Pine 
Association for the week ending Dec. 28, 1946 cut 
23,458,000 feet. The same week a year ago the cut 
was 20,993,000 feet. Shipments were 33,290,000 feet 
compared with 22,915,000 feet for the same week one 
year ago. Unfilled orders on file at the end of the 
week amounted to 158,330,000 feet compared with 243,- 
115,000 feet for the corresponding date in 1945. Gross 
stocks stood at 540,154,000 compared with 553,011,000 
a year ago. 


In the Market Centers 

SEATTLE—Letters received here from the East in- 
dicate many buyers are waiting in expectation of 
better prices. Well informed lumbermen say there 
may be some settling of prices but declare there can 
be no great decline. Production costs, demand and 
scarcities prohibit any considerable lowering of prices. 
In the order named, the first being in most demand, 
buyers want kiln dried uppers, one-inch boards and di- 
mension. Some big mills have sent out cars to be sold 
a little lower as feelers. Prices range as much as $10 
between mills. New freight rates amounting to about 
$1.25 on surfaced green lumber are not a factor affect- 
ing sales. Lumber and shingles continue to move out 
to consumers with little or no delay, so stocks are not 
being built up in wholesale and retail yards. 

TACOMA—Recent basic wage agreements affecting 
all branches of the industry, including plywood and 
door manufacturers, will assure uninterrupted opera- 
tions as well as the labor situation is concerned, it is 
believed. Log supplies are adequate, although not 
excessive. 

KANSAS CITY—Dealers do not want to build up 
stocks, preferring to wait. At the same time mills 
are reluctant to sell at present levels their very small 
amount of dry lumber. Price lists are mixed. Analy- 
sis shows price lists of ten mills varying 10 different 
ways. According to reports many southern operators 
who switched to hardwoods when the profit margin 
on the latter was better than yellow pine now find 
themselves in trouble. They have excess stocks of 
hardwoods which do not grade up and the movement 
is sticky. Production is improving a little in flooring, 
but the supply of oak is definitely short. A few mills 
have received orders for immediate delivery of floor- 
ing to finish jobs. Prices quoted are as much as $190 
over the old ceilings. Resistance to high prices is 
pretty general however. 
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‘FOR BEAUTY...PROTECTION...PRIVACY... 


AL RUSTIC FENCING 


OLD ENGLISH POST AND RAIL FENCING 

















Be Ready for Early 


Spring Business 





Sell Fences of Character 


@ Ready to install. 

@ Sturdy construction. 
@ Dependable quality. 
@ Distinctive designs. 
ea 


Pleasing appearance, and above all a 
good PROFIT to alert dealers. 








il 








An attractive fence gives a 
lift to tired homes. 






THE Mac Gittis & Gipss co. 


324 E. Wisconsin Ave., Milwaukee 2, Wis. 
Phone: Daly 2860 


Yards and Plants: 
New Brighton, Minn.—White Sulphur rings, Mont.— 
Gladstone, Mich.—Ensign, Mek wath lace, Mich. 
POSTS — POLES — TIES — PULPWOOD 


“AN OLD NAME IN CEDAR” 


Other designs include— 
@ Rustic Split Picket 
@ Rustic Round Picket 
@ Semi-finished "Paintable Picket" 
@ Stockade Split Picket 


Send for illustrated color 
circular and proofs of mats. 














Oregon Lumber Co. 
Baker, Oregon 


Pioneer eastern Oregon mill—in operation 58 
years. Under our sustained yield plan of opera- 
tion, the past 58 years of performance is just 


a starter for future delivery of our products. 


— 


Manufacturers 


Famous “John Day” 
Ponderosa Pine 


Since 1889 * 
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OBRIEN'S 
FLOOR SEAL 


AVAILABLE 
NOW! 


Dealers are getting prompt shipment of O’Brien’s 
HEAVY DUTY Penetrating Floor Seal. Stock up now 
on this fast-selling finish for all wood floors. Made 
with tung oil, it’s waterproof, scratch-proof, durable 
and crystal-clear. Easy to apply and easy to maintain. 
O’Brien Varnish Company, South Bend 21, Indiana. 





PAINTS 

































Appointments and Promotions 


Announcement is made of the ap- 
pointment of LEONARD E. MATZNER 
as advertising manager for Mack 
Manufacturing corporation, New 
York. He has been serving as as- 
sistant advertising manager follow- 
ing his return from active duty in 
the Pacific theater. 


Recent appointments to positions 
in the Wood Preserving division of 
Koppers company, Inc., have been 
announced. They are: O. E. STEW- 
ART, manager of personnel depart- 
ment; D. A. MITCHELL, general 
superintendent of plants and oper- 
ations; E. R. SNODGRASS, chief en- 
gineer. 


A. GORDON LORIMER, chief of the 
Bureau of Architecture, Depart- 
ment of Public Works, New York, 
has been named technical consult- 
ant to the Producers’ council. He 
will coordinate the council’s re- 


Wd KMUFUTS 


search and technical activities and 
also will serve as chairman of the 
organization’s committee on build- 
ing codes. 


WILLIAM GILLETT has been re- 
elected chairman of the Technical 
committee of the Steel Roof Deck 
industry. He is manager of the 
Panel division of Detroit Steel 
Products company, Detroit. 


JOSEPH S. YOUNG, president, Le- 
high-Portland Cement company, Al- 
lentown, Pa., was elected a board 
member of the National Industrial 
Conference board recently. 


At a meeting of the directors of 
the Huntting-Merritt Shingle com- 
pany Ltd., Vancouver, B. C., H. 
VICTOR WHITTALL was appointed 
president of that company. Mr. 
Whittall has been with the company 
for 20 years, and is a director of the 
Red Cedar Shingle bureau. 


















































WILLIAM G. WHITMAN, Memphis, Tenn., has 
been re-elected president of the National Oak 
Flooring Manufacturers’ association. 


University of Illinois Giving 
Second Short Building Course 


To give contractors and builders 
the latest practical information 


about home building the University 
of Illinois has announced its seeond 
annual Short Course in Residential 
Construction to be held on the cam- 
pus Jan. 28, 29, and 30. It is 
sponsored by the Small Homes coun- 








No. .42 in a series on modern lumber manufacturing. 


NEILS LUMBER COMPANY 


Klickitat, Washington 
























































Member Western Pine Association 
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We are producing as much 
high quality lumber today 
as possible and, although we 
regret we cannot ship all the 
lumber required by our good 

old customers, we hope the 
time when we can take care 
of all your lumber needs is 
not far off. 


Illustration: Locomotive re- 
pair house and machine shop 
which is always a useful part 
of our operation, but was 
more important than ever 
during the recent equipment 
shortages. 


Libby, Montana 
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Tidewater 


RED CYPRESS 


in Timbers and 
Other Items for 


Industrial Purposes 


Tidewater 


) RED CYPRESS 





for Your Normal Needs 
IMMEDIATE SHIPMENT FROM ST. LOUIS STOCK 


FLEISHEL LUMBER CO. 


4235 DUNCAN AVE. « ST. LOUIS 10, MO. © NEwstcad 2100 


Wate ed. 
SS 
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WOLMANIZED LUMBER* 


Here’s a structure on which moisture 
condenses, soaks into every niche and 
cranny ... starts rot spots. For built-in 
protection on these roof trusses and 
decking, sell Wolmanized Lumber. 
Why? Because in this lumber, im- 
pregnated with Wolman Salts* pre- 
servative by pressure treatment, rot 
will not set in. Roof structures, Wol- 
manized, will give your customers 
many more years of service. 


STOCK THE NEEDED SIZES 


Plan to maintain a well-balanced stock 
of this lumber-with-a-plus, in most 
used boards and dimension, so you 
can fill customers’ orders for Wolman- 
ized Lumber quickly. You can order 
mixed carloads of this treated lumber 


without injury to the untreated lumber. 





*Registered 
trademarks 


FLAMEPROOFING 


WOLMANIZING 





1646 McCORMICK BUILDING, CHICAGO 4, 


CREOSOTING 


ILLINOIS 
83 
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cil and the Division of University 
Extension. 

In announcing the course, Prof. 
James T. Lendrum, associate co- 
ordinator of the Small Homes coun- 
cil, said that the first such meet- 
ing, held last year, is being repeated 
as an annual event at the request of 
trade associations, manufacturers, 
and individuals. 

Discussions will include building 
materials and methods, new ideas 
in home planning, use of wood and 
metal, masonry construction, and 
financing. Outstanding authorities 
on these subjects are being secured 
for the “faculty” of the short 
course. 

Registrations and requests for 
information are being handled 
through the Division of University 
Extension, Urbana. 


Opening of Lumber Training 
Course in East Announced 

The opening of the first Retail 
Lumber Training Institute in the 
Eastern States was announced by 
Paul S. Collier, secretary-manager 


















































LUMBERMEN’S Credit association Inc., which publishes the Red Book credit information service 
and renders collection service, entertained its employees at its annual Christmas party on 


December 23 at the Cordon club, Chicago. 


Shown, lef to right, are W. F. Biederman, vice 


president and manager of reporting department; Miss S. V. Hoefflin, secretary; William 
Clancy, chairman of the board; Homer C. Lindsey, vice-president and manager collection depart. 
ment; and Will C. Clancy, president and treasurer. 





of the Northeastern Retail Lum- 
bermen’s association, Rochester, 
N. Y. This educational program, 
developed by the Northeastern asso- 








STANDARD LOUVERS 


"Good for the life of Any 
* Average Building" 


4s 
Latest 
Type 
of 
Attic 
Louvers 


> 


every use. 





Scientific Design 
MANY EXCLUSIVE 


Our complete line includes 
over 30 Sizes and Types for 






LOUVERS 

















= '- = 
STAIN PROOF 7 t 


; RUST PROOF 
wes ‘ 





Write for Details trade. 


‘v os. We also 


ciation with the cooperation of the 
National Retail Lumber Dealers as- 
sociation and the Producers council, 
is the product of more than a year’s 








*Pat. Appl. for 
FEATURES — NONE BETTER ON THE MARKET 


Equipped 


with 
Lumite 
Plastic 
Screen 


< 


build Special 
Louvers for the Industrial 


ARR-O-LINE Manufacturers, 3060—4th Ave. So., Minneapolis 8, Minn. 


SPECIAL LOUVERS 
For NEW Construction 






Nice Job—Easy to install * 


ood 














SELLING THE PRODUCTS OF 


*THE McCLOUD RIVER LUMBER 
COMPANY 
McCloud, Calif. 
*THE SHEVLIN-HIXON COMPANY 
Bend, Oregon 


*Member of the Western Pine Associa- 
tion, Portland, Oregon. 
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1604 Graybar Bidg. 
Mohawk 4-9117 


"DISTRIBUTORS OF 


SHEVUN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 


MINNEAPOLIS, MINNESOTA 
DISTRICT SALES OFFICES: 


NEW YORK CHICAGO 


Shevlin Pine Sules Company 








SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 


SPECIES 
PONDEROSA PINE 


{PINUS PONDEROSA) 











1863 LaSalle-Wacker Bldg. 
Telephone Central 9182 


SAN FRANCISCO 
1030 Monadnock Bldg. 
Exbrook 7041 
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Cunningham Manu- 


factures a complete line 
of Precision Saw Mill 
equipment including: 





@ edgers 
@ trimmers 

@ shot gun steam feeds 
@ large steam mills 


@ steam niggers 
This is Cunningham's ''A-One" Portable Mill used by many 


of the large mills for cutting tracts of timber which cannot 


be economically logged. 


CUNNINGHAM MACHINERY COMPANY 


Shreveport, Louisiana 











AMERICAN Lumber Handling Equipment 
for Saw Mills, Veneer Plants, Industrials 


HOLT HARDWOOD (0. 


Manufacturers of 


MAPLE @ BIRCH © BEECH ® OAK 
STRIP © BLOCK 
and 
HERRINGBONE 
FLOORING 





BROOM HANDLES Automatic Dry Kiln Car Lumber Stackers 
Dry Kiln Car Gravity Flow Unloaders 


GRADED SAWDUST Planer Feed Elevators 
e Hydraulic & Electric Elevating Tables 


High Grade Northern Hardwoods Semi-Automatic Dry Kiln Car Lumber Stackers 
Elevators for Stacking Dry Kiln Cars by Hand 


wt : Electric Lumber Transfers 
Custom Kiln Drying Passenger, Freight & Industrial Elevators 
& 


DESIGNERS AND MANUFACTURERS 
OF SPECIAL EQUIPMENT 


~ 


MANUFACTURING COMPANY INC 











Members: M. 7. M.A. N. HL A. NL 8 HM. A. 


A 
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2119 Pacific Avenue, Tacoma 2, Washington 
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study and research in an effort to 
provide veterans and other mem- 
bers of the retail lumber industry 
with some intensive training course. 

The first class will commence on 
January 6th at the New York State 
College of Forestry and will be fol- 
lowed in February with a similar 
class at Massachusetts State col- 
lege. In March, the course will be 
repeated at Syracuse, and then back 
to Amherst in April. 

“We expected an enrollment of 
between 30 and 35 students,” stated 
Mr. Collier, “but to date we have 
already received over 150 requests 
to attend.” Because of this appar- 
ent demand for such a course, the 
enrollment has been raised to 40 
for each Institute. 

Instructors for the 36 subjects to 
be offered in these Institutes have 
been chosen from the faculty of 
each college and from prominent 
concerns in the Industry whose 
products are under study. D. Ken- 
neth Sargent, the architectural 
chief of Dean Lemuel C. Dillen- 
bach’s School of Architecture at 


Syracuse University, will lecture on 
the subject of Construction and 
Blue Print Reading. William P. 
Crane, his colleague, will give an 
architect’s eye-view of New Ideas 
and Trends in the Housing Indus- 
try. Experienced teachers from the 
faculty staff of the College of For- 
estry will include Professors Nelson 
C. Brown, Hiram L. Henderson, and 
Alfred H. Bishop. For the business 
subjects, the College of Business 
Administration headed by Thomas 
H. Carroll, offers such men as 
James D. Scott and Edward Smith. 

Manufacturers of home building 
materials will send some of their 
best men to lecture upon their prod- 
ucts. Mr. W. W. Woodbridge, Sec- 
tary-Manager of the Red Cedar 
Shingle Bureau, will present the 
subject of Wood Shingles. Mr. Ed- 
ward R. Murphy, Assistant Chief 
Engineer of the Gypsum Associa- 
tion, will talk about Gypsum Prod- 
ucts, and Mrs. J. L. Strahan, Tech- 
nical Director of the Ashphalt Roof- 
ing Industry Bureau, will discuss 
Asphalt Roofing. The list continues 
on through subjects like Plywood, 
Paint, Cement, Insulation, Glass, 
and Hardware, until every product 
necessary to the construction of a 
home is covered. 





The remaining three courses will 
commence on the following dates: 
Feb. 6 at Massachusetts State col- 
lege; March 6 at the New York 
State College of Forestry; April 7 
at Massachusetts State college. 


Companies Announce 


AMERICAN SAW MILL MACHINERY 
COMPANY, Hackettstown, N. J., will 
open a branch office in San Fran- 
cisco, Feb. 1. The office will carry 
a stock of saw mills and woodwork- 
ing machinery together with parts. 

The new office will be located at 
7 Front street, and will be headed 
by William L. Fibben who has been 
appointed district manager. 





THE DUNCAN SHAW CORPORATION 
has been organized to manufacture 
a newly-designed line of builders’ 
hardware. The firm has opened an 
office at 33 W. 42nd street, New 
York. The president of the firm is 
Duncan Shaw, formerly president 
of the Reading Hardware corpora- 
tion, Reading, Pa.; general sales 
manager of P. & F. Corbin, New 
Britain, Conn.; general sales man- 
ager of the Lockwood Hardware 
Manufacturing company,  Fitch- 











Color is black. 


tial savings. 








| The Akron Paint and Varnish Company 


AKRON 1, OHIO 


EST. 1878 
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STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


Not a “lead and oil” paint but a new ers. 
product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 





MILLWORK PRODUCTS WANTED 


An established New York jobber 
wants a limited number of quality 
millwork or building products for dis- 
tribution to over 500 lumber deal- 
Good permanent connection. 


Address: Box G. 41, 


American Lumberman, Inc. 
139 North Clark St., Chicago 2, Ill. 


















SCRIBNER'S LUMBER AND LOG BOOK 


Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
| | previously lost due to “end checking.” 


Wire or write today for 
full particulars. 


Indispensable for lumber merchants, sawmill men, etc., 190 pages, vest 
pocket size, giving tables on scantling and plank measure, round timber 
reduced to square timber and round logs reduced to inch measure by 
Doyle’s Rule, leg tally calculations, and other valuable information. 
Over 2,500,000 copies sold. 


50 CENTS POSTPAID 
American Lumberman, 139 N. Clark St., Chicago 2 








KNIGHT SAW MILLS 


All Iron & Steel Construction 
DOGS, SET WORKS, EDGERS 
Manufactured by 


THE KENT MACHINE COMPANY 

















117 Portage St. Cuyahoga Falls, ©. 
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phone us today. You've got our number! CHESAPEAKE 2786. 





BEST OF THE FOREST 


Your requirements are our problems. If you do not receive 


“Lock, Stock and Barrel”—our weekly inventory —write or 





You'll Get Plenty of 
ACTION with a 


CORINTH 


NO. 2 SAWMILL 
...and Fine Lumber Too! 


By actual tests, the Corinth No. 2 
Sawmill has proved its superiority 
in the fast production of ie lum- 
ber—softwood, hardwood and 
mixed. This accurate mill, which 
may be used as a portable outfit or 
set up on a permanent foundation, 
is so sturdily constructed, it will 
stand up in even the severest 
services year after year. 


Send for complete specifications 
and delivery dates. For out-of-the- 
ordinary sawmill problems, ask 
for the services of a Corinth 
engineer. You can depend upon 
him to find a practical solution. 


CORINTH MACHINERY CO. 
CORINTH, MISSISSIPPI 








Speedy and accurate dou- 
ble-acting set works with 
steel machine cut ratchet 
wheel, for cutting very 
accurate lumber. 


Quick-cligniag sveal head- 


ock base with adjustable 
split knees with McDon- 
outh boss dogs, and rever- 
sible wearing plates for 
double-length service. 


Fast, improved heavy-duty 
belt feed works will with- 
stand hard usage. Bronze 
bushed idler puileys for 
pressure gun greasing. 

Steel machine cut racks 
and pinions securely fas- 
tened to split knee assure 
long life, and extreme ac- 
curacy. Replaceable with- 
out removing entire knee. 


Adjustable rope feed gears 
permit easy elimination of 
slack caused by wear be- 
tween gear and pinion. 
Cast steel carriage wheels. 
Guide wheel machined to 
fit 20-lb. machined “T” 
rail track. 


18” Steel Splitter Wheel. 











WANTED wt BUY 


LUMBER 


WE ARE USING 200,000 FT. LUMBER DAILY 
IN OUR TWO PLANTS. CAN USE THE FOL- 
LOWING: 


1x4 and wider, Pine, S4S, random Lengths. 

1x4 and wider, Pine, SHIPLAP, random Lengths. 

1x6 or 1x8 Pattern 105, NOVELTY SIDING. Random 
Lengths. 

2x4, Pine, S4S, random lengths. 

2x6, Pine, S4S, random lengths. 

2x8, Pine, S4S, random lengths. 


Lumber can be green or dry, will pay cash for any 
volume, steady shipments. 


FLOORING SASH 
MOULDINGS DOORS 




























WIRE, OR TELEPHONE HADDON HEIGHTS 2-6038 


CENTURY PRE-FAB CORP. 


HADDON HEIGHTS, N. J. 
SELMA, N. C. 


MANUFACTURERS OF SEABOARD READY-BUILT HOMES 























Ponderosa Pine 


Sugar Pine 
White Fir, Incense Cedar 


Tarter, Webster & Johnson, Inc. 


No. 1 Montgomery St., San Francisco 
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Lumber 
Mouldings 
Cut Stock 





° P. 0. Box 1731, Stockton, Calif. 
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SILVER LAKE SASH CORD 


DEPENDABLE QUALITY Pee 716.02 mer ane) ey | burs, Mass., and vice president of 


: the Miller Lock company, Lancas- 
| SILVER BAKE = }\ By ere ter, Pa. 


SOLIO BRA: See: 


VSASHCORD 













The seventh in a chain of ply- 
wood distributing warehouses wil] 
; = be opened shortly at 3201 Oak lane, 

LOWER PRICED GRADES: EDDYSTONE- PELHAM- NUCORD - BENGAL Dallas, by U. S.-MENGEL PLYwoop 
Inc. R. E. McKee will be branch 


SILVER LAKE Co. manager in Dallas. 


MILLS-CHATTAHOOCHEE, GA. SALES--99 CHAUNCY ST., BOSTON 












The RUBEROID COMPANY, manu- 
facturer of asphalt and asbestos 
building materials, has acquired 
from Longhorn Roofing Products 
Inc., Dallas, an asphalt roofing plant 
and roofing felt mill, and will im- 
mediately proceed to add a com- 
plete unit for producing asbestos- 
cement products. 


























Harvey Hawley, Indiana 
Lumber Dealer, Dies 

Harvey Hawley, 70, retail lum- 
ber dealer, died in Peru, Ind., Nov. 
22. He was formerly with the Peru 
Mercantile company and later man- 
aged the Miami Lumber company 
until he formed a partnership with 
W. L. Reed in the Reed and Hawley 
Lumber company, Peru. Mr. Haw- 
ley had been in the lumber and 
that a timber famine, stalking about the land will follow in the wake builder’s supply business for a pe- 
riod of about 50 years. 








There are those who are fearful that our lumber is about all gone; 


of the "wanton butchering" of our forest resources. There are even 
Dykes Lumber Company 
those who shudder at the sight of a falling tree. Elects 1947 Officers 


The following officers for Dykes 
Lumber company, New York, were 
Calm those unfounded fears. Kirby cuts selectively. Cut and growth elected by the board of directors for 


1947: 
of forest lands are carefully measured. Trained foresters see to it that 


Frank D. Homan, chairman of the 

‘ ° ° board; Louis F. Kreyer, president; 

there will be lumber for you and yours in the future—Kirby lumber, Chosico ¥, Mieiier, sien euesiionll 
that is. Stanley E. Brummer, vice presi- 























dent; Harold C. DePuy, vice presi- 
dent; Francis G. Dykes, treasurer; 
Posterity too will be asking:— William W. Tappan, secretary. 


Industry Recognizes Wartime 
Services of E. Bruce Hill 
Without the untiring and unself- 
ish work of E. Bruce Hill, E. M. 
Hill Lumber company, Pittsburgh, 
the lumber industry might have 
been completely eliminated by OPA 


regulations during the war and be- 
LUMBER fore reconversion really had a 
CORPORATION chance to begin. 








“Is it as good as Kirby’s ?” 





As chairman of the National Ad- 
Yellow Pine Southern Hardwoods visory committee, Bruce Hill served 
"A Weed for Every. Purpose” his industry, and through the 1n- 


dustry, his country, during World 
War II and the critical period of 
reconversion. In this job, Bruce 
Hill fought the fight against chaos, 
regimentation, and the paralysis of 


KIRBY BUILDING HOUSTON, TEXAS 
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Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 











A Name That 
Stands for Quality 
in Plywood 


Soundbilt, as the 


WOISTURE-RESISTANT 
d 2 i one aon. is > 
™ t . 
DOUGLAS FIR quditgguetaess ar 


wood. It comes from 
= ; fine, old-growth logs. 
PLYWOOD It is made in a mod- 
ern plant. Soundbilt 

oe is a@ name you'll be 
hearing more about 
as things get back to 
normal—so that more 
Soundbilt can be 
made available. 























230 EAST F STREET , TACOMA 2. WASHINGTON 


























ARCHITECT | 


PRODUCTS 
, ¥ MER. 
ORTLAND CEMENT 3 Mh: / 


NON*STAINING 
B 4 
mm) 


4 
CONTRACTOR ff 


TERRAZZO 
CONTRACTOR 


TRINITY WHITE i WHITER : 


and they know 





whet whiteness 0 means” oe 


Trinity began making white cement in 1941, just about 
the time that building restrictions went into effect. 


But Trinity White started to advertise and has kept it 
up. It has told the architects and other factors in the 
building field of this new and improved material for 
their work—a whiter white. Month after month, year 
after year, it has told the products manufacturer, the 
terrazzo contractor, the stucco contractor, the paint 
manufacturer. 


amare 


As a result, Trinity White has put more advertising 
behind each barrel of white produced than could nor- 
mally be expected. Here you have a unique situation, 
Mr. Dealer! An improved material, widely known and 
respected at the beginning of the building boom, and 
an opportunity to make a fine profit. Establish your- 
self as a dealer in Trinity 
White. 


Trinity White is a true port- ib 3 
land cement with all portland | 

cement’s strength, perma- Z 
nence, and easy workability. 
For complete information, 
write, wire, or phone Trinity 
Portland Cement Co., Re- 
public Bank Building, Dallas, 
Texas, or 111 West Monroe 
Street, Chicago, or 816 West 
Fifth Street, Los Angeles. 





“AS WHITE AS SNOW? 








an industry. His greatest victories 
were the unseen accomplishments 
of preventing hundreds of proposed 
theories from becoming actions that 
would have blocked the war effort, 
either on the home front or the 
battle front. 

In recognition of his service to 
his country and the industry, the 
National OPA Advisory committee 
and the National Retail Lumber 
Dealers association presented E. 
Bruce Hill an inscribed watch on 
Christmas day 1946. The watch 
was presented at a family dinner by 
his son, Alex Hill, who served with 
the Army Engineers in World 
War II. 

The inscription tells the story of 
Bruce Hill’s services. 

“Presented To 
E. Bruce Hill 
by the 
National O.P.A. Advisory 
Committee 
and the 
National Retail Lumber Dealers 
Association 
In appreciation of his untiring and 
outstanding services as Chairman 
























































MEMBERS of the convention committee of the National Association of Home Builders met in 

Chicago recently to discuss plans for the 1947 convention. Seated (left to right) Paul S. Van 

Auken, convention and exposition director; W. H. Crawford, convention chairman; and Joseph 

Meyerhoff, president of the association. Standing (left to right) are Hugh January, Dallas; 

Harry J. Durbin, Detroit; James H. March, Tacoma; Frank W. Cartright, executive vice presi- 

dent; Larry Holmes, Washington, D. C.; Nathan Manilow, Chicago, and John M. Zerbey, Phila. 
delphia. 














E. Bruce Hill served in the Artil- 
lery during the first World War, 
and is a graduate of Massachusetts 
Institute of Technology. 


of the Committee during World 
War II and the critical period of 
Reconversion. 
1946” 





HERE’S better, faster 
MOISTURE TESTING 


PORTABLE 
EASY TO USE 
NO POINTS TO BREAK Wa 
ORMAR. | 


ACCURATE DOWN 
TO 0% 


VERSATILE 
MODELS... 


L-2, Flat Surface Type: for smooth surfoced moterials. 
K-2, Irregular Surface Type: specially designed for rough or 


smooth materials of any contour. 


V-2, Thin Material Type: for thin, smooth surfaced, flat materials. 
“Scientific calibration, bosed on standard method for your trade, supplied with 


each instrument. 


MANY APPLICATIONS — Moisture Register is based on principle of high frequency 
power absorption. All models have wide field of adaptability throughout all indus- 
tries — os to materiols, methods of use and range of moisture content. Special 
celibrations for specific needs supplied at nominal cost. 

WRITE TODAY for complete information, specifying type of material and range of 


moisture content to be tested, 


MOISTURE REGISTER 












COMPANY 
DEPT. A, 133 NORTH GARFIELD AVE., ALHAMBRA, CALIF. 


LUMBER 











Logged in 1936-1937 


HARDWOODS e@ WHITE PINE @ HEMLOCK 


Our sustained yield forest management policy for 
the past thirty-five years is providing for current 
needs of today and future demands of tomorrow. 


DEFEND YOUR TRADE 
with 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 
QUALITY LUMBER 









Air-dried Kiln-dried 
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J. P. RINN H. V. SCOTT 


Rinn - Scott Lumber Company 


LUMBER and LUMBER PRODUCTS | 











Yard and Warehouse General Office 
2759 So. Kedzie Ave. 360 No. Michigan Ave. 
Chicago 23, Ill. Chicago 1, Ill. 
BIShop 4080 RANdolph 4878 
Manufacturers | 
and Wholesalers 
OF 


Yi SPECIAL LUMBER PRODUCTS 


Anything Made From 
Western Lumber! 


WE MANUFACTURE 
AND SPECIALIZE IN 





| 

Furniture Dimension 
Glued-Up Stock 
Carpenters’ and Special 

Mouldings 
Venetian Blind Slats, 

s and Fascia 

Ready-to-Assemble 

Furniture Parts 
Industrial Shook 
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.<*e¢.4 Remember, too, 


WE WHOLESALE | 
| 
| 
| 


oc 


ai Hemlock 
soe.) 6 Douglas Fir 
xypoce Sitka Spruce 
se Ponderosa Pine 
and other West Coast Woods 


iT 
i CARLOAD QUANTITIES ONLY i 
Address all correspondence : } 


to our Kansas City Offices Milas . 4 : 
Sy pays RAINY LAKE LUMBER CO. Ltd: 


<f 
° OL SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


“Menvtocturers and Wholesalers 1635 Dierks Bldg., Kansas City 6,Mo., Victor 4143 
Member of Western Pine Ass'n., Notional Wooden Box Ass‘n., Ponderosa Pine Woodwork, Selling the ProGuc ts of J A. MA alia ty Ltd., Rainy Lake, On t 


Notional-Americon Wholesole Lumber Ass‘n. 
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West Coast Office: 910 Porter Building © Portland 4, Oregon | 


ENTERPRISE SAWMILL MACHINERY 


Meets the demands of experienced operators for é \ : 
efficient, accurate production at low cost. .Solve : ' 
your increased output requirements with an Enter- 
prise. Send details of your set-up for our recom- 
mendations and prices. 


















| 


Quality—built to tried and proven prin- 
ciples of design and construction fer 
profitable operation. 





eee 


THE ENTERPRISE CO., 328 Main St., COLUMBIANA, OHIO 


er 
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SUGAR & WESTERN 
— ee 


ALIF 


GS U GA RR Pattern Leeleued ' 


Selects and 


PINE Shep ; 


| California Ponderosa Pine | 
1 Mouldings and Cut Stock | 





















It’s Quicker to Repair Saws 
Than to Get New Ones 


We can cut your old saw down, 
if not burned, or cracked in the 
center, and insert one of Simonds 
four popular styles—2!/. or 3 or 
B or F. Saw will be like new 
when we return it. 
It takes 6 to 8 weeks to get a saw 
cut down just now, but it takes 6 
to 8 months to get a new one. 
All kinds of circular saw repair- 
ing. 

J. H. Miner Saw Mfg. Co. 


Meridian, Mississippi 
Incorporated in 1912. 


The Original Miner Service 






































NEW HOUSING REGULA- 


TIONS REQUIRE COMPLETE 
BLUE PRINTS FOR G. I. 
PRIORITIES 





PER N. H. A. REGULATION 
80-3 
JUNE 10, 1946 





PLANS REDRAWN 
TO SUIT NEW 
REGULATIONS 

SECURE BETTER LOANS 





WRITE 


Lumberman’s Plan Service 
120 MACHIN STREET 
PEORIA 5, ILLINOIS 


















J. Van Winkle, Officer of 
Turner Lumber Company, Dies 
Joseph Van Winkle, 49, secretary 
of the J. C. Turner Lumber com- 
pany, Irvington, N. Y., died Nov. 
30. He was.also secretary of the 
Lee Tidewater Cypress Lumber 
company, Perry, Fla., and secretary 
of the Columbia-Hudson Lumber 
company, Bridgewood, Ore. 








THESE kitchen designers will make sketches 
of kitchens for visitors at the National Asso- 
ciation of Home Builders convention, Stevens 
hotel, Chicago, Feb. 23-27. The Hotpoint dis- 
play will show this complete all-electric 
kitchen and a planned laundry. 





Cecil E. Benson, Oklahoma 
Lumber Yard Manager, Dies 

Cecil Eugene Benson, 66, man- 
ager of the Lawrence Lumber com- 
pany Inc., Osage, Okla., died Dec. 
15. Mr. Benson went with the com- 
pany in 1915. For the past 28 years 
he has served in the capacity of 
manager of one of their yards— 
first at Prue, then Osage, Chelsea, 
Inola, and back to Osage. 


Seasonal Decline in Masonry 
Construction Less Than Usual 

The seasonal decline in outdoor 
masonry construction will be less 
than usual this winter owing to the 
development of improved methods 
of protecting workmen and materi- 
als from extreme weather, Roy A. 
Shipley, president of the Structural 
Clay Products institute, stated re- 
cently. 

“As a result thousands of veter- 
ans’ homes and other structures will 
be finished sooner than would have 
been possible a few years ago,” 
Shipley said. 

“Protective methods used on a 
large scale to rush war housing 
projects through to completion are 
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entirely adaptable to peacetime 
building also, except in the most 
northerly parts of the country, 
Workmen are protected from cold 
by means of tarpaulins which keep 
out rain and snow and hold in heat 
generated by portable stoves placed 
about the job where needed. 
“The masonry materials are pro- 
tected from cold and moisture by 
canvas coverings, and the partly 
completed walls and ficors are given 
similar protection overnight to pre- 


vent mortar from freezing or other 


damage. 

“Production of brick and tile is 
expected to remain at or near the 
high levels attained last fall 
throughout the winter season, un- 
less Federal restrictions on non- 
housing construction are held go 
low as to result in a serious over- 
supply of materials. 

“Home-building will not require 
more than about half of the indus- 
try’s output during the next few 
months, so that surpluses of both 
brick and tile will mount up quick- 
ly if the $35,000,000 per week limi- 
tation on non-housing construction 
is not raised considerably in the 
immediate future.” 


Forest Products Laboratory 
Announces Kiln-Drying Course 


Because of the continued interest 
in the Forest Products laboratory 
course in kiln drying of lumber, an- 
other two-week session will be con- 
ducted at the laboratory, Madison, 
Wis., from May 12 to 24. Addition- 
al classes in kiln drying may be 
offered after July 1 depending on 
demand. 

Enrollment in the May course 
will be limited to 30 persons. Ap- 
plications will be accepted in the 
order received. Persons wishing to 
enroll should write to the Director, 
Forest Products laboratory, Madi- 
son 5, Wis. Previous dry-kiln ex- 
perience is not necessary to enroll 
in the course. 


Gillies Bros. & Co. Ltd. 


BRAESIDE, ONTARIO, CANADA 
Mfrs. of PINUS 
esa WHITE PINE laseal 
Air-Seasoned ® Water-Cured 


For 105 years, 1842-1947. Capacity 30 million ft. 
annually, 


Members N. W. L. D. Assn. 
All stocks exhausted until July, 1947. 








DISTRIBUTORS 
LUMBER @ STOCK tae @ BUILDERS' 


Ss 
DING PREFABRICATORS 
INDIANA” DEMOUNTABLE HOUSING, INC. 


Midland 


BUILDING aa ine. 
907 E. MICHIGAN ST. . 











. INDIANAPOLIS 6, IND. 








